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VOICE of the TRADE 


HAAS your store a good telephone 
personality? Find out for your- 
self sometime by calling up your 
operator from the outside and 
sense whether or no the store is 
giving a pleasing impression over 
the phone. 


YESS_WHO THyi¢ is 


oh, ito 


] 


Good speech is within the reach 
of everyone and if you are inter- 
ested, write to the New York Tele- 
phone Company, 140 West Street, 
' New York City, for a copy of the 
little pamphlet—“The Voice with 
a Smile”; and there is a world of 
good advice on the subject of mak- 
ing a good impression that brings 
-, pleasant response. We have no- 
ticed in the past few years, that 
the voice is speeding up at too 
rapid a rate. Perhaps it is due to 
the fact that over the radio words 
cost money and the most rapid 
commentator is considered the best. 

While we are on the subject of 
conversation, may we criticize vehe- 
mently the word that is being used 
and misused the country over. The 
word is “listen.” It is universally 
used in preface to practically every 
sentence, to hold and monopolize 
the conversation. It is a repelling, 








mechanical utterance that is an 
indication of impatience and should 


be discontinued. 


* * * 


Hi. G. LOMBARD, president of 
the Lombard Shoe Company, Au- 
burn, Maine, will join a group of 
industrial executives from all sec- 
tions of the United States this Sum- 
mer in a tour of European research 
laboratories. Membership in the 
tour, the purpose of which is to 
afford a comparative study of the 
national and industrial organiza- 
tions in England, France and Ger- 
many, is limited to one hundred 
by the foreign hosts and sponsors. 

He sailed on the S. S. Normandie 
on May 19 from New York City. 


* * * 
HERSCHEL, 20th Century-Fox de- 
signer, says: 

“Bronze will be a very impor- 
tant accessory color for this com- 


e 








ing Fall season. In a costume de- 
signed for Rochelle Hudson in her 
new picture that I am costuming, 
‘Born Reckless,’ the dress and cape 
show new points of interest in 
color combinations, details of trim- 
ming and use of fur. Green and 


gold—the green a soft shade be- 
tween jade and emerald—is the 
color theme, the fabric being a 
very supple heavy sheer. A border 
of fine lynx in natural color forms 
the collar, finishes the edge of the 
front and concludes in two spirals 
at the side front, where arm slots 
are provided. Bronze _ kidskin 
pumps, bronze hosiery and a flat 
silk envelope bag trimmed in 
bronze beading make interesting 
accessories.” 





EVERY young business executive 
who hopes to be a success in the 
field of retailing, where the bright- 
est brains are now clicking over- 
time, should be interested in the 
course on Retail Distribution and 
Store Management to be held at the 
Harvard Graduate School of Busi- 
ness Administration, Boston, Mass., 
from July 1 to 31, 1937. 
Admission to the special session 
will be limited to executives hold- 
ing responsible positions in busi- 
ness for it is essential that appli- 
cants should have such experience 
and background as will enable 
them to take part in discussions. It 
is a course for men who want to 








secure a proper perspective of their 
specialized field. 

The course is under the direction 
of Malcolm P. McNair, Professor 
of Marketing, who is well known to 
shoe men, for in the past twenty 
years he has done much to coordi- 
nate retail shoe store facts and fig- 
ures. He plans to cover in this 
Summer session — merchandising 
policies, distribution channels, fash- 
ion and price policies, price control 
legislation, brand policies, buying 
and relations with manufacturers 
and sales policies. Under store 
management will be included such 
topics as merchandising accounting, 
retail inventory, merchandise con- 
trol, budgetary procedures, credit 
policies, wage payment plans, per- 
sonnel relations and store organi- 
zations. 

We would like to see a division 
of shoe men take this course of con- 
centrated study for a solid month, 
in anticipation of betterment of 
merchandising practice and public 
service in individual businesses 


everywhere. 
ab * * 


GEORGE E. PEIRCE, Jr., is in 
our belief, the current exponent of 
the saying: “Once in shoes, al- 
ways,” for he is the sixth genera- 
tion of shoe retailing since 1767 
in New England—in that famous 
concern of Thos. F. Peirce & Son 
at Westminster & Dorrance Streets, 
Providence, R. I. 


KENNETH COLLINS, vice-presi- 


dent of Gimbel Brothers, Inc., New 
York City, says: 





“There is a fallacious piece of 
reasoning abroad in the business 
world to the effect that the retailer 
has something to do with the actual 
fixing of prices. This is not true. 
He neither makes, breaks, nor fixes 
prices. He finds those levels which 
are acceptable to the public, and he 
purveys goods at those levels. 

“How does the retailer find out the 


prices consumers will pay? He does so 


~ 


BOOT AND 
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—Said Sara Pennoyer, promotion 
manager for Bonwit Teller, Inc., at 
the recent Shoe Fashion Guild 
luncheon: 

—"No woman ever bought a 
pair of cheap shoes without 
apologizing to herself." 

—And at least felt like apologizing 
to boy-friend or husband. 

—There's hardly a woman, no matter 
how lowly her station in life, who 
doesn't appreciate nice things. 

—And a pair of shoes can measure 
the distance between a sense of 
well-being and an inferiority com- 
plex. 

—There's a deal of satisfaction in 
knowing that American women are 
the best shod women in the world. 


Zest 6 TEE 


President 








by a constant and never-ending series of 
experiments. He finds, for example, 
that silk-stockings, an item of rapid re- 
placement, sell freely at say 79c a pair. 
Now, he is constantly reminded of the 
fact that it is not easy to make money 
selling hosiery at this low price. Selling 
costs are high, rent costs are high. So, 
under the pressure of controllers and 
other properly exp inded ple, 
he flirts from time to time with promo- 
tions of hosiery at higher levels. 

“Tf his aigeaee store is one that has 
been retailing hosiery freely at the price 
I named, 79c, he buys a little better 
grade of hosiery to sell at 89c. He sur- 
rounds the promotion of that hosiery 
with the usual selling devices—windows, 
advertising; generous floor displays, etc., 
and he studies the results at the end of 
the day to find out how they compare 
with his results at 79c. He probably 
finds a considerable customer resistance 
to this ten-cent greater unit. 

“Possibly, however, his total volume 
was equal to that of similar promotions 
at 79c, which leads him to conclude that 
he was better off having sold fewer units 
and still having received the same dollar 
response. (I may say parenthetically 
that other factors are always involved— 
the chief one being that of a lessened 
number of actual customers coming into 
the store who might purchase other 
items. But we may disregard this for 
the moment.) 


“So he might establish his best 
promotional line at 89c. Or he 
might conclude, if the dollar vol- 
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ume was smaller, that he could not 
for the moment go above 79c. If 
he settles on 89c, he conducts simi- 
lar experiments at $1.00. And so 
over a period of weeks and months, 
by this sort of constant trial and 
error method, he finds out beyond 
any shadow of doubt what price 
levels are acceptable to his par- 
ticular segment of trade.” 


* * * 


EBRUCE WILLIAMSON, partner 
in The French Booterie, a smart 
shop catering to the top grade mo- 
tion picture trade right in Holly- 
wood says: 

“There never was a greater need 
for saner shoe buying than at pres- 
ent. It does seem there is too much 
over-enthusiasm for this material 
and that pattern. Some of my 
friends tell me how they went, 65 
per cent for open toes and heels and 
85 per cent for high heels, which 
to my way of thinking is all wrong. 
I doubt if any one store can sell 
shoes in those proportions. 

“Right this season, we are selling 
lots of good brown and white 
leather heeled shoes, a style we have 
carried for several seasons. These 
are freely bought to go with the 
sweater suits, so popular, further- 
more, every pair means an extra 
sale. This one type of shoe has 
been a sensational seller with us, 
because so many completely passed 





“Our own developments in the 
open shoes have been selling like 
a house afire, make no mistake 
about that. If we had lost our heads 
in buying only the extremes, then 
we would have lost many sales on 
the good, sane, smart, proven styles. 
Classics are selling in sufficient 
numbers to warrant carrying them 
in reasonable numbers. 

“Some little time ago we sensed 
that people were coming into our 
store to buy and not to shop. At 
one time it did seem that many 
would come in to see what we did 
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not have, rather than what we did 
have. This positive buying means 
a store must have what the people 
want in classics, as well as in the 
high fashion things.” 


* % * 


VAIN one Geryin “THe 
pre 





SUGGESTIONS for window dis- 
play copy are contained in the sta- 
tistics reported at the recent twenty- 
ninth annual convention of the 
Massachusetts Chiropody Associa- 
tion in Boston. Among the “star- 
tling statistics” suitable for card 
display in shoe store windows were: 

A life-walk of 65,000 miles is 
made by the average American. 

Nine out of ten persons over 50 
years of age have foot defects. 

Flat feet afflict 8,000,000 persons 
throughout the United States. 

Eighty per cent of school girls 
and sixty-five per cent of school 
hoys suffer from some form of 
foot trouble. 

To correct these ailments there 
are 8,000 chiropodists in the coun- 
try. 

There are uncounted foot devices 
on the market. 

There are 850 corrective shoes. 

Adl these statistics lend thera- 
selves very well to a display cen- 
tered about the statement: “The 
time to cure foot-ills is before they 
happen. A_ well-fitted foot is a 
healthy foot.” 


* * * 


W£AALTER C. ROOSE shows us 
how life in business has speeded 
up. He left Nashville on a Friday 
morning at 7:20 by plane, arrived 
in Chicago at 10:00 A. M., did a 
little business, took the one o’clock 
plane on its initial flight to Den- 
ver, arriving there at 4:30, con- 
ducted his business, took the night 
plane back to Chicago—arriving at 
8:50 A. M. and he could have been 
in Nashville by noon. 

On another air trip, he covered 
twelve towns in twelve days in a 
sweep from Nashville to Dallas, 
Los Angeles, San Francisco, Spo- 


1937 


kane, Portland, Denver, Cheyenne, 
St. Paul, Milwaukee, Chicago. 

He is but one of the General 
Shoe Corporation’s men who make 
time fly. The Denver newspapers 
showed the pictures of the passen- 
gers on the initial trip in the new 
run between Chicago and Denver. 
Some 20,000 people were at the 
airport in Denver to see the parade 
of. progress which depicted «trans- 
portation from the days of the In- 
dian and trapper, progressively to 
the airplane of today. 


* * *% 


ARTHUR J. WEISSBLATT, PoD. 
G., podiatry orthopedics, says: 

“During the trying days of Sum- 
mer your feet require daily care 
and attention. The heat makes our 
bodies more sensitive, so that a 
minor foot discomfort may become, 
on a hot day, an actual disability. 
It is therefore important to institute 
a regular routine of foot hygiene 
that will assist the protective forces 
of the body to maintain the maxi- 
mum of comfort. 

“If it were possible to rinse the 
feet in cold water as often as the 
hands are washed, it would indeed 
be an ideal means for stimulating 
the sweat glands and for regulat- 
ing foot temperature on hot days. 

“When frequenting’ swimming 
pools and public showers, be sure 
to wear rubber sandals. Hot water 
and soap will not always destroy 
the organism that is responsible 
for the common. skin infection 





pur. 
Heyy fv 
pies \ 


known as ringworm, Athlete’s Foot. 
or scientifically designated as Epi- 
dermophytosis. It is therefore ad- 
visable to wear a foot covering and 
not to chance exposure and_ pos- 
sible infection. 

“The stockings should be of light. 
absorbent material, white or neu- 
tral colors, and should be fitted to 
allow a half inch over the length 
of the foot. Short stockings re- 
strict normal function. Deep col- 
ored dyes irritate the sweat glands 


. ” 
in Summer. 
tt % * 


TWO men known throughout the 
shoe and leather industry recently 
participated in the election which 
resulted in England’s new King, 
George VI, becoming an honorary 
member of the Ancient and Honor- 
able Artillery Company of Massa- 
chusetts. In addition, one of them, 
Frank W. Witcher, who headed the 
firm which at one time controlled 
the lasting of every welt shoe made 
in this country through its owner- 
ship of the tools used in hand-last- 
ing, presented the Ancients with 
thirteen bronze plates, each one 
bearing the name of one of the 
original thirteen states of the 
Union. These plates are attached 
to the risers of a flight of thirteen 
steps in the headquarters of this 
quasi-military and social organiza- 
tion. The other man was Major 
Charles T. Cahill of the United 
Shoe Machinery Corporation and 
who is next in line to command 
the Ancients. 
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"Gentlemen, I'm afraid you just aren't interested in curves." 
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Two Horns to Hide Dilemma 






International Trade of the United States 
in Hides and Leather 
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Exports of raw hides and ski 
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Leather on the 








HIDES and calfskins produced in the United States to check imports by the imposition of heavy duties, 
are not enough to take care of this country’s leather and thus stimulate production of leather substitutes. 
needs. Trade experience has shown that when hide prices aver- 

It would require an increase of approximately 30 to age above 15c., substitute production increases rapidly. 
35 per cent in the cattle population of the United States 









to supply enough hides and skins for this purpose. As Important By-Products 
meat consumption could hardly take care of such in- In its report of a study of “Hides and Leather as 
crease, the alternative has been to import hides. Cattle By-Products,” Armour’s Livestock Bureau points 






This alternative is regarded as more desirable than ut that cattle hides and calfskins are not only the 
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Hide and Skin Imports or Leather Substitutes - Which? 


most important by-products of the slaughter of these 
animals, but they are also very significant factors in 
determining prices in the live market. 

In the case of heavy steers, beef is a highly valuable 
product, hence the hide usually constitutes about 9 per 
cent only of the total value of the live animal. On the 
other hand, in poorer grade cows, where the carcass is 
lighter in weight and the beef less desirable from the 
consumer standpoint, the hide may contribute approxi- 
mately 15 per cent. 

In calves the proportion is greater because there is 
strong demand for the fine leather which calfskins pro- 
duce. On the average, the skin comprises about 20 
per cent of the value of the live calf. 

In other words, says the report, if the packer could 
not dispose of the skin, it would be necessary to mar- 
ket the calf for 20 per cent less than it actually brings, 
or else the veal carcass would have to command that 
much greater a price. 


Hide Price Differentials 


Variations in price between different kinds and grades 
of hides depends on the relative quantities available 
and status of consumer requirements. For example, 
during periods of general prosperity consumers are 
able to purchase more fine shoes, and the demand for 
calfskin uppers increases. Prices of calfskins then be- 
come relatively higher in relation to prices of cowhides 
than during average times. 

In a study of market quotations for packer light 
native cowhides at Chicago, packer calfskins at Chicago, 
and Argentine frigorificos (steers) delivered at New 
York, duty paid, in the period since 1922, it was found 


In this comparison of hide and skin prices 
(chart right) over a period of 15 years it will 
be seen that throughout practically the entire 
pra via Feat entine steer hides (fri- 

lor light native cows 
produced in he United es, and that calf- 
skins were higher than either. This reflects 
—* | eer calfskins = spre pri 

is accentuated 


prosperity when more Falk ste are pet 


CAN'T SUPPLY DEMAND 


Ree I eee ae keane 
cannot plied by production o 
zieer ie would be neves- 

one-third more cattle 


From — NATIONAL PROVISIONER, the 


Magazine of the Meat Packing and Allied 
Industries, in cooperation with the ARMOUR 


LIVESTOCK BUREAU 


that calfskins have been consistently higher in price 
than cowhides, and in most cases they have exceeded 
the price of Argentine frigorificos. 

There have been only a few instances, when the price 
of frigorificos was not higher than that of light native 
cowhides. The quotations used for frigorificos repre- 
sent cost of hides delivered to the port of New York 
and, after June 18, 1930, include the duty. On this 
date a 10 per cent ad valorem duty on imported raw 
hides and skins became effective. 


Seasonal Price Variations 


While hide prices do not vary from month to month 
according to any true seasonal pattern, market prices 
do reflect variations in the quality of take-off at differ- 
ent times of the year. 

Since packers usually dispose of hides within a 
month or two following slaughter, average selling 
prices reflect differences in quality as the trade passes 
from Summer to Winter hides. It is Summer in Argen- 
tina when it is Winter in the United States, conse- 
quently frigorifico quotations reach their highest points 

[TURN TO PAGE 42, PLEASE] 


Not Enough Leather for Shoes 
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Chain Store 


BP NDEPENDENT retail stores and small enterprises 
generally, regardless of their character, are expected to 
be placed in a substantially stronger competitive posi- 
tion with chain stores as the result of the Supreme 
Court 4-to-3 decision on Monday, May 17, which up- 
held the constitutionality of the Louisiana State tax on 
chain stores. The opinion held that Louisiana has 
authority to tax chain stores on the basis of the size of 
the chain of which they are a part. 

The decision grew out of an appeal by The Great 
Atlantic & Pacific Tea Co., operating 15,082 grocery 
stores, attacking the validity of the Louisiana chain 
store tax law. The company said in its brief that if 
the law were upheld “the era of the national chain is 
over.” The tax is graduated upward on the basis of the 
number of units in the chain, no matter where they are 
located. Going further, the company declared that 
“it may perhaps also be said that the era of national 
corporations and of firms and individuals doing busi- 
ness in’ more than one state is over.” The Louisiana 
law subjects each store to an annual tax of $550, which 
the company argued, would “open the door to the 
application of a similar theory to franchise, income 
and other taxes.” The expectation is that having been 
validated by the Supreme Court, other states will copy 
the Louisiana act, 

Speaking for the Court, Mr. Justice Owen J. Roberts 


was joined by Chief Justice Charles E. Hughes, Mr. 


Justice Louis D. Brandeis and Mr. Justice Benjamin H: 
Cardozo. The minority opinion was written by Mr. 
Justice George Sutherland, who was joined by Mr. 
Justice James C. McReynolds and Mr. Justice Piercé 
‘Butler. Mr. Justice Willis Van Devanter and Mr. Jus- 
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SUPREME COURT OF THE UNITED STATES 
HOLDS VALID THE LOUISIANA 
TAX, GRADUATING PAYMENTS ON BASIS 
OF SIZE OF CHAIN, EXTERNAL TO 


STATE 


TERRITORIAL BORDERS 


Tax Upheld 


tice Harlan F. Stone did not participate in the case. 


The majority held that in graduating a chain 
store tax a state legislature is at liberty to take 
into account the number of stores in the chain 
outside as well as within the state. The minority 
vigorously challenged this view, declaring that 
such a tax was a denial of “the equal protection 
of the laws and an attempted exertion of the legis- 
lative power of the state with respect to prop- 
erties and business located beyond its territorial 
borders.” 

The Louisiana State law, passed in 1934, was a prod- 
uct of the Huey P. Long regime. It provides a tax of 
$10 each on stores in Louisiana belonging to a chain 
or group of not more than 10 stores, regardless of 
their location. The tax is graduated up to $550 per 
store for chains with more than 500 stores. In 
Louisiana the A. & P. has 106 stores out of its total 
of 15,082. It was joined in its fight against the 
Louisiana tax by F. W. Woolworth Co., J. C. Penney 
Co., Sears, Roebuck & Co., Montgomery Ward & Co., 
and Liggett Drug Co. Objections to the law were taken 
up one by one by Mr. Justice Roberts. He declared 
that the levy was an occupational or license tax and 
pointed out that the Court had upheld. several state 
laws imposing a graduated tax on chain stores based 
on the number within the state. 


PASSING on the question whether chain stores in a 
chain outside the state properly could bé counted, the 


majority said: “If the competitive advantage of a 
chain increase with the number of its component links, 
it is hard to see how these advantages cease at the State 
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THE SUPREME COURT 


LOUISIANA STATE TAX - 


boundary. Under the findings a store belonging to a 
chain of 100, all located in Louisiana, has not the same 
competitive advantages as one of 100 Louisiana stores 
belonging to a Nation chain of 1000.” 

Mr. Justice Roberts pointed out the A. & P. leaned 
heavily on the findings of the lower court regarding 
the relative business in New Orleans of the A. & P. and 
the H. G. Hill Stores, Inc., a Louisiana corporation 
wherein the Court found the operations and merchan- 
dise of the two to be generally of the same character. 
The A. & P. has 62 of its Louisiana stores in New 
Orleans, while there are 87 Hill stores in that city out 
of a total of 92 in the entire state. 

The gross volume of sales of Hill in New Orleans is 
much greater, it was found, and it does more business 
per store than the A. & P. does but the total purchas- 
ing power of the A. & P. is much greater than that 
of Hill. It was pointed out that A. & P. has field 
offices located at primary markets in charge of special- 
ists and. supervised by central purchasing offices in 
New York and maintains warehouses throughout the 
country, whereas the Hill operations are confined to 
Louisiana and chiefly to New Orleans. 


UNDER the law, it was explained, Hill is taxable at 
the rate of $30 compared with $550 assessable against 
the A. & P. 

The majority pointed to specific findings of differ- 
ences between the two groups and also to “the general 
finding that addition of units to a chain increases the 
competitive advantage of each store in the chain.” In 
1932, it was stated, the A. & P. from its vendors re- 
ceived “secret rebates, allowances and brokerage fees 
amounting to $8,105,000, which were demanded by the 
company as a condition of purchasing from the ven- 
dors in question.” It was pointed out that divided 
among the company’s stores this was $350 for each 
store or almost as much as the tax imposed by Louisiana. 
The tax, Mr. Justice Roberts said “is laid solely upon 
intrastate commerce.” It was further stated that “in 
the exercise of its police power the state may forbid, as 
inimical to the public welfare, the prosecution of a 
particular type of business, or regulate a business in 
such manner as to abate evils deemed to arise from its 
pursuit.” 

Continuing, the majority opinion said: 

“Whatever a State may forbid or regulate it may 


DECIDES LEGALITY OF 


$10 TO $550 PER STORE 


permit upon condition that a fee be paid in return for 
the privilege, and such a fee may be exacted to dis- 
courage the prosecution of a business or to adjust com- 
petitive or economic inequalities. Taxation may be 
made the implement of the exercise of the State’s police 
power, and proper and reasonable discrimination be- 
tween classes to promote fair competitive conditions 
and to equalize economic advantages is therefore 
lawful. 


“If in the interest of the people of the State 
the Legislature deemed it necessary either to 
mitigate evils of competition as between single 
stores and chains, or to neutralize disadvantages 
of small chains in their competition with larger 
ones, or to discourage merchandising within the 
State by chains grown so large as to become a 
menace to the general welfare, it was at liberty 
to regulate the matter directly or to resort to the 
type of taxation evidenced by the act of 1934 as 
a means of regulation. 

“The appellants (the chain stores), by incorporating 
in some other State or by spreading their business and 
activities over other States, cannot set at naught the 
public policy of Louisiana. The claim is, essentially, 
that even if local evils flow from the appellant’s meth- 
ods the State cannot control those evils because its 
power is limited to conditions created by the members 
of the chain found within the State. The conclusion is 
that the State must treat these stores as if they were 
something different from what they really are, since 
to do otherwise would be to reach beyond the borders 
of Louisiana for the measure of the tax. 


©*THE argument answers itself. The policy Louisiana 
is free to adopt with respect to business activities of 
her own citizens she may apply to the citizens of other 
States who conduct the same business within her 
borders and this irrespective of whether the evils re- 
quiring regulation arise solely from operations in 
Louisiana or are in part the result of extra-State trans- 
actions. 

“It is not a denial of due process to adjust such 
license taxes as are here involved to meet the local 
evil resulting from business practices and superior 
economic force, even though those advantages and that 
power are largely due to the fact that the taxpayer does 
business not only in Louisiana but in other States.” 











W. M. Jarman signs 
contract with Otto K. 
Eitel of Stevens Hotel 


S°THE National Shoe Fair of 1938 will be held on 
Jan. 3, 4, 5 and 6 at the Stevens Hotel in Chicago,” 
announced Chairman W. M. Jarman, after an execu- 
tive session in Chicago. 

“The shoe industry has tested the facilities of Chicago 
by establishing attendance records during the past two 
years. Chicago is central in location and available to 
shoe men from every shoe retail and shoe manufactur- 
ing section of the country. 

“The dates, Jan. 3, 4, 5, 6, 1938, were determined by 
a consensus of opinion expressed by the members of 
the National Boot and Shoe Manufacturers Association 
and the National Shoe Retailers Association. The time 
is good in calendar location and offers ample oppor- 


~ 
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NATIONAL SHOE 


The World’s Largest Hotel 
Selected for the World’s 
Largest Shoe Fair 


Jan. 3-425-6, 1938 





tunity to confirm orders for delivery before Easter 
(April 17). 

“The Hotel Stevens, through its management, has 
offered 1000 rooms for the display of shoes, accessories 
and allied products. The record number of exhibits 
causes the creation of the phrase “The world’s greatest 
show in the world’s greatest hotel.’ The executive com- 
mittee of the National Shoe Fair expects this happy 
combination of superlatives will further the success of 
shoe showmanship in 1938.” 


The National Shoe Fair Committees are as follows: 


NATIONAL SHOE RETAILERS ASSOCIATION: 
Harry E. Fontius, Fontius Shoe Co., Denver, 
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FAIR STARTS PLANS FOR 1938 SHOW 


Colo.; John R. Laycock, Hanan & Son, New York 
City; Wm. Pidgeon, Jr., Pidgeon Shoe Store, Rochester, 
N. Y.; Edwin Hahn, Wm. Hahn & Son, Washington, 
D. C., and Marcus Rice, Famous-Barr Company, St. 
Louis, Mo. 


NATIONAL BOOT AND SHOE MANUFACTURERS 
ASSOCIATION: W. M. Jarman, General Shoe Corpor- 
ation, Nashville, Tenn.; Herbert N. Lape, Julian and 
Kokenge Co., Columbus, Ohio; H. M. Read, Gregory 
and Read Co., Lynn, Mass.; Frank S. Rice, Rice- 
O’Neill Shoe Co., St. Louis, Mo., and Weir Stewart, 
Marshall, Meadows & Stewart, Inc., Auburn, N. Y. 


OFFICERS: Chairman, W. M. Jarman; vice-chair- 


man, Harry E. Fontius; treasurer, Weir Stewart, and 
secretary, Wm. Pidgeon, Jr. 

FINANCE COMMITTEE: Chairman, Weir Stewart, 
Frank S. Rice, Harry E. Fontius, Herbert N. Lape. 

DISPLAY COMMITTEE: Chairman, H. M. Read, 
Frank S. Rice, Weir Stewart. 

PROGRAM COMMITTEE: Chairman, Wm. Pidgeon, 
Jr., John R. Laycock, Herbert N. Lape, Edwin Hahn. 

The National Shoe Fair will open its offices at the 
Hotel Stevens, Chicago, in July. Correspondence should 
be addressed to Arthur D. Anderson, Jr., promotion 
manager. 

At the helm of the National Shoe Fair for 1938 will 
be W. Maxey Jarman, president of the General Shoe 


Corporation of Nashville, Tenn. Representing the 
younger generation of shoe executives who are making 
their mark in a growing industry, he has displayed 
vigorous and progressive qualities in his speedy rise 
to shoe prominence. 

Mr. Jarman was born in Nashville, Tenn., and has 
spent his entire business life in that community, with 
the exception of an educative interval during which 
he attended the Massachusetts Institute of Technology, 
majoring in the field of engineering. 

The name of Jarman came into shoe leadership with 
J. Frank Jarman, father of W. M. Jarman, who laid the 
original plans for the creation of the General Shoe 
Corporation. In carrying on the tradition, W. M. Jar- 


Five leaders of National 
Shoe Fair—Decision 
Makers 


Rear— Weir Stewart 
and Harry Fontius 


Front—Frank S. Rice, 
W. M. Jarman, Chair- 
man, and H. N. Lape 


man has made an exhaustive, practical study of the 
management side of men’s shoemaking. He began his 
career in 1924 at the inception of the Jarman Shoe 
Company. In progressive steps as office boy, sten- 
ographer, office manager, secretary-treasurer in 1925 
and president of the General Shoe Corporation in 1933, 
he has learned the technique of handling a growing 
organization. 

His shoe-wearing philosophy contains a recommenda- 
tion that men should wear all types and classifications 
of footwear; that there should be alternate pairs of 
shoes for daily wear and the proper shoe for golfing, 
tennis, evening wear, etc. Mr. Jarman has a personal 

[TURN TO PACE 38, PLEASE] 






















































MAY weather gave small comfort this 
year to men’s shoe merchants bent on 
the promotion of Summer footwear, 
but June will mark the opening of the 
big push. And it promises to be a sea- 
son of real opportunity for the. selling 
of white shoes, white combinations and 
all of the various types of shoes de- 
signed for active sports and spectator 
wear. This year thousands of men who 
have had to deny themselves the thrill 
of the extra shoes they wanted for Sum- 
mer sports and outdoor wear are back 
in the market again. This year they 
are not only eager to buy, but they are 
again “in the money,” for reemploy- 
ment, with wage and salary increases 
affecting vast segments of the country’s 
male population, has added ‘millions 
to consumer purchasing power. 

To tap that reservoir of potential 
purchasing power, the retail shoe store 
must carry an effective message about 


An effective men’s shoe display unit by Saks 34th Street, in which quality 
and style are emphasized, while use of the leather traveling case as a dis- 
play stand subtly suggests the thought of Summer travel. 








BOOT AND SHOE RECORDER, May 29, 1937 


WHITES NEXT IN LINE 











“White Balta bucks for Summer cool- 
ness and comfort. B. Altman Co., Fifth 
Avenue, New York, featured these shoes 
in a clever tie-up with white felt hats. 
All-whites and combinations were shown 
in about equal numbers, but the former 


dominated the display. 







his merchandise straight to the customer 
himself, and one of the most convincing 
ways is by showing the shoes themselves in 
merchandise displays that suggest their use 
and the occasions for which they are in- 
tended. Men like to see actual merchandise 
before they enter the store. Many men have 
an inborn aversion to “shopping around” ; 
they dislike the idea of going into a store, 
trying on a number of pairs of shoes and 
then walking out because they have not been 
able to find the kind they wanted. An in- 
calculable number of men’s shoe sales are 
lost because of this reluctance of the male 
customer to “shop” for shoes. 

Knowing this peculiarity in the psychol- 
ogy of the man, the-shoe merchant must 
overcome it by making it easy for the po- 
tential customer to pick out the shoes he 
wants to buy through the window before 
he enters the store. Most men’s shoe re- 
tailers recognize this fact, and it explains 
the reason why so many men’s shoe win- 
dows are simply catalogs of the store’s 
stock, in that they endeavor to show at 
least one pair of every style. This type of 
display has its undoubted advantages, par- 
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FOR MEN’S PROMOTION 


sively than in recent seasons, sales 


JUNE to Mark the Opening records will probably show a sub- 


pepe of Gia ceaiatis stantial increase for the Summer on 
of a Seaso PI y all-whites. Men like them for the 


for Successful Selling of very practical reason that they are 

Outdoor Shoes of All Sorts easier to keep clean than the com- 

for Sport and Spectator W ear binations, and in the popular grades 
at least there is every reason to 
anticipate a record demand. 

The month of June is the psycho- 
logical time to promote white shoes 
in northern cities, and, for that mat- 
ter, throughout the country. June is 
the month of graduation, and the 
boys of most graduation classes now- 
adays select whites as the most appro- 
priate shoes for this important event. 
Also, June marks the beginning of 
the Summer vacation season, and no 
shoe wardrobe is complete without a 
pair of whites. Most men’s shoe 
stores have already featured white 

[TURN TO PAGE 45, PLEASE] 


ticularly in the promotion of popular price Striking display of types of shoes appropriate for paddock and race course, 
shoes. But it must not be supposed that it which coincided with the Kentucky Derby, opening of Long Island racing 
; i season, and other important track events. 
is always necessary to follow this style of 
display in the showing of men’s shoes. 
To promote the sale of special styles and 
types of shoes, such as sport shoes, active 
or spectator, all-whites, white combinations, 
etc., it is excellent strategy to plan afi out- 
of-the-ordinary display that will get the at- 
tention of the man by reason of its unusual 
character, and thus cause him to look at 
the shoes he might otherwise pass up, if 
they were simply scattered about through a 
general display of everything in stock. If 
you can catch the attention of the customer 
in this manner you have at least a fair 
chance of selling him the extra pair that 
otherwise he might never even think of 
buying. And men’s shoe business needs the 
constant stimulus of these extra pair sales 
if it is to attain the volume that will pro- 
duce a worthwhile profit. 
Early indications point to a big year for 
white shoes, including both all-whites and 
combinations. Although there is a move- 
ment on the part of some of the high-grade 
shops to promote the latter more exten- 
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The Aehilles Heel Is Not Taxation 





THE very sweeping decision of the Supreme Court 
of the United States, upholding the Louisiana chain 
store tax is a very significant action. It permits a state 
to tax on the basis of the number of stores operated by 
any one chain throughout its whole system, regardless 
of state lines. By so taxing, a store in a large chain 
must pay a tax of 5400 per cent greater than that of a 
single store, even though it might make less money. 
The court has gone so far as to hold that: “even if 
the tax should destroy a business, it would not be made 
invalid or require compensation upon that ground 
alone.” 

Some twenty states now have legislation which tax 
chain stores. The majority of these have laws similar 
to those in Louisiana, which impose graduated taxes, 
increasing on each store as the size of the entire chain 
increases. And so we have a Supreme Court decision 
that attempts to equalize the disadvantages to the small 
store of the economies of quantity purchases and mul- 
tiple distribution. 

There may be general acclaim by independents that 
this victory will cripple the chains but we are not so 
cocksure about that. No form of taxation today lives 
up to John Marshall’s statement: “The power to tax is 
the power to destroy.” 

There are some very capable business minds in the 
chain store field. They almost welcome any form of 
disproportionate taxation for the effect that it has upon 
the public and the common consumer. It didn’t take 
the chain store strategist long to defeat the State License 
Tax in California, which ran up to $500 a unit; and 
the defeat was administered by a direct referendum; 
and the claim of the chain as an economic, efficient 
friend of the wage earner was put over in no uncertain 
manner. : 

The food and drug chains are now in hot water, 
make no mistake about it. They are knee-high in secret 
rebates, allowances, brokerage fees and everything 
else. The shoe chains, however, are, in the main, honor- 
able, hard-hitting and particularly hard-buying com- 
petitors. But the sins of the one are laid upon the other. 

As we have said before, the merchant brain in 
America is a very capable one. If it is penalized by too 
high taxes, it finds some way out by paying less rent, 
by paying less for local products that it vends and by 
posting in the window: “Look at our comparative values 
in spite of our. tax penalty, etc.,” by retreating from 
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By ARTHUR D. ANDERSON 
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community drives, chambers of commerce and revert- 
ing to hard-hitting tactics. 

The sum of $550 is not going to frighten a big busi- 
ness store out of business, although the smaller links in 
the chain may be abandoned. No, indeed, the battle 
for business is not corrected by legislation. It is in 
the field of hard economics that the victory will come 
for the one who works hardest:and best. 

One of the hardest and most valuable lessons of life 
is to appreciate cold, impartial fact. Business has got 
to give values in goods or services or both to get the 
money in the long run. 

One or two recent decisions by the Federal Trad 
Commission have thrown the fear of “death by dis- 
counts” into some of the big volume operators. One 
decision reads to the effect that a discount, based on 
the total year’s business is not permissible unless a 
similar discount is given to all. This hurts where it 
hurts most, for the custom heretofore was to determine 
volume not by the shipment or the single order but 
by the year’s gross business. When all the expenses of 
wholesaling, packing and shipping little hand-to-mouth 
orders to hundreds of stores in a chain were figured 
up, it was discovefed that the real cost was equal with 
the independent—and no concessions were legally pos- 
sible. There are more teeth to the correction of the 
disproportionate position of the small vendor as against 
the large operator in the Robinson Patman Law than 
there are in the politics of taxation. 

The real abuses in the chain store system, such as 
“loss-leader” sales, secret rebates in purchasing, don’t 
play a big part in the shoe business. 

The real “Achilles Heel” of the chain store system 
at the moment is its labor relations. The Louisiana tax 
is “bird seed” in comparison to the increased expense 
in the payroll department. For example, in one of 
the variety chains, labor union pressure has doubled 
the wage of the girl counter worker and the outlook for 
the year’s total operation is no profit and a deep dig 
into the reserves to carry on. The vulnerability of the 
chain to economic loss is far greater than the political 
hazard. 

The conflict has shaped up to a battle between the 
bulk order and the little order. 
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THIS MARK CAN BE 
A VALUABLE ASSET TO YOU 


Its use certifies a high standard of sole leather 
quality— helps win customer confidence —builds 
up trade acceptance—increases your sales and 
profits. 


A shoe that is just one of many styles will in all probability retail 
on the basis of price but, a shoe that may be one style of many will, 
if it has a beneficial, branded feature of construction, sell more on 


preference than price. 
KISTLER “BENCH BRAND” SOLE LEATHER 


offers you an opportunity which others have accepted. An opportun- 
ity to benefit by a feature of men’s shoes which makes them more 
distinctive, distinguished and desirable. Our tannage and our trade 


mark talk for you. 


Eee 
er ie ti — 


(0 os nn ee BOSTON + MASS - 
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NEW DESIGNS FROM NEW SOURCES 
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SUDGES (left to right): Michael A. Miller, vice-president of I. Miller & Sons, Inc., Leo 
Schultz, style director of I. Miller, Louis G. Feman, chairman of the Shoe Depart- 
ment of the Needle Trades School and instructor of the class of shoe designing, and 

Arthur D. Anderson. 


NEVER before in the history of the shoe industry 
has the creative shoe designer had the opportunity he 
has today. The shoe industry is keenly interested in 
the person with vision, imagination and fearlessness 
who can create the shoe that is really different—ihe 
person who is unhampered by tradition; the man who 
is not stymied by “we never did this or that before.” 
It is through fresh eyes, fresh outlook and an alert 
spirit that the industry is looking for design. The 
qualities that make for originality in any endeavor, are 
the same qualities that it takes to create high fashion. 

We have only to recall the success of the cemented 
shoe construction which only a few short years ago 
flashed across our horizon with a result that is still 
astounding the industry. 

Perhaps it will be some new material, some new 
last that will bring to its originators success. Is the 
new infant—elastic leathers or elastic fabrics—going 
to mature into a new demand that will upset all our 
traditional ideas on shoe styles and patterns? It is 
no secret that the consuming public is also flaunting 
the challenge to the shoe designer for woman has 
never shown such an interest in new shoe styles. The 
man who designed the winner of five years ago must 
use different techniques with new lasts, new materials 
and a new shoe language to get popular style appeal. 

This week, in New York City, a committee of shoe 
men selected the winners in the Central High School 
of the Needle Trades Evening Group Shoe Design 
Class. The contestants are adult shoe trade employees, 
not one of whom has ever designed shoes professionally. 

The committee of judges viewed some ten charts, 
each chart of the contestant showed an original shoe 
sketch of the design, a completed set of patterns, both 
outside pattern and. lining patterns and a_ pull-over 
showing the application of the design to shoe materials. 

The winners were selected according to the follow- 


The Challenge of a Public Interested in 
New Footwear Originated by Adventurers 
in the Field of Fashion 


by LOUIS G. FEMAN 


CHAIRMAN OF THE SHOE DEPARTMENT, 
NEEDLE TRADES SCHOOL 


ing qualifications: (1) Originality of Design, (2) 
Practicability of the Shoe, (3) Completeness of the 
student’s work and (4) Economy of Pattern. 

The first prize-winner, selected unanimously, is Bar- 
nett Kruglikoff, who is a shoe fitter in one of the 
metropolitan factories. 

The second prize-winner is S. Minasian, who was 
formerly an amateur artist and is now working in the 
cleaning and packing room of a New York City hand- 
turn factory. 

The contest was held for two specific reasons. 
First—it seems to bring to completion the work of 
the class of shoe designing, in a concrete and stimu- 
lating way. Secondly, it shows the persons employed 
within our industry that they are being given an op- 
portunity to express their creative ability in an indus- 
try that is really appreciative of their efforts. 

The designing course is given at the Central High 
School of the Needle Trades—225 West 24th Street, 
New York City, Mortimer C. Ritter, principal. The 
class sessions are held twice a week, on Tuesday and 
Thursday, from 7:15 P. M. to 9:15 P. M. Classes be- 
gin in September and continue until May. The two 
hours of class instruction are spent in the actual study 
of pattern-making and drafting and the creation of 
original designs. The student is given a broad founda- 
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e In the selection of her 
shoes — as in the choice of her 
clothes — she seeks the dis- 
tinctive quality that gives her 
absolute confidence in her ap- 


pearance. 


@ She demands that ap- 
peal of smartness — neatness 
— smoothness — in the toes of 
her shoes which means — Built 


with Celastic.”” 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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OUTSTANDING 
FEATURE SHOES 


man offers you the two most 
poser feature shoes of the 
year. The Jarman Friendly 
“Airflator, and the Jarman 
Custom “Two-Plane. The Air- 
flator will cop the blue ribbon 
for sales. It.is built with a pat- 
ented air-cushioned innersole, 
plus many other comfort fea- 
tures. Airflator sells itself 
through the interesting “Steel- 
Ball” test you conduct right in 
our store. The Two-Plane Shoe 
hus a reputation of being — 
shoe that keeps good feet feel- 
ing ” _ especially recom- 
mended for men whose work 
requires extra hours on their 


feet. 


















; more of everything in the Jarman 
line for this Fall and Winter. The minute you 
see the brilliant array of new Friendly and 
Custom styles you'll realize that fact. And now 
. - - Jarman offers the two outstanding feature 


pages in full color in Esquire and in The Sat- 
urday Evening Post will reach millions of - 
readers. No other manufacturer supplies more 
unusual and appealing local sales promotion 
material. This Fall Jarman introduces and 









shoes of the year: The Jarman, F riendly “Air- 
flator” (with patented air-cushioned innersole) 
and the Jarman Custom “Two-Plane,” greatest 
comfort shoe in the trade. The Jarman national 
advertising campaign (in color) surpasses that 
of any other men’s shoe manufacturer . . . full 





nationally advertises the new Jarman Tread- 
Test, a sure-fire sales clincher. Prepare to profit 
more this Fall. Get in touch with your Jarman 
representative, then stock and sell more Jarman 
shoes. For advance information write JARMAN 
SHOE COMPANY, Nashville, Tennessee. 


O1vist0m OF Gteten, suet coerenstien 


EVERY DAY MORE THAN 5,000 MEN BUY JARMAN TREAD-TESTED SHOES 
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THEY’ 
yun neve you dedd THIS 
; SEASON 


TREAD*TESTED 


1957 by Jarman Show Compeet 


Se 

€ ab, mn, ° Be o ‘ou at ; 

and in Ett? Evening Poe Not one at2ttising eq 2 THE 
en Tene ire! will be ost campaj 


> wae, Tea as 4 
ex There i ne ons of inte 3 3 et eon OUTSTANDING 


month foto you, Manness in r te ea Sper le 
copy a d i . area ees ial newspa ss ieee ; ’ SHOE SALESMAN 
farts men head; ’ indo 

rh OF THE YEAR 


ea 

This great little Tread-Test 

man will be your star sales- 
man. He’s appearing in al 
Jarman advertisements in 
The Saturday Evening 
Post—where more than 25 
million men will see him, 
will read his great sales- 


“reasons Why 
Jarman shoes are today’s 


FRIENDLY SHO 
ES 
CUSTOM SHOES 


Priced to retail at 


$5 '0 750 


JARMAN SH 
OE COMPA 
NY ° Divisi 
Division of General Shoe Corporati 
ion ¢ NASHVILLE 
, TENN 











Shoe Stores Should Be Head- 


quarters for Leather Goods and 


Accessories of All Sorts, Which 
This Year Hold a Place of Un- 
usual Prominence in the Scheme 


of Feminine Fashions 


Lejt—Group of matching accessories 
in a spun rayon fabric, developed in 
softened versions of the official Pan- 
American Exposition colors. Coordi- 
nated Accessories Guild, Inc. 


White calf with black piping, black calf with white piping. Two 

bags in reverse treatments for Summer-in-town and Summer-in- 

country use. Deauville Bags, Inc. “Fiesta,” white capeskin bag 

with multicolored flowers of same, and matching boutonniere. 
Nat Lewis Purses, Inc. 








BGR Negi 





BE yal enaty Caper a ars 


ti 


epee saci are 


Shapaa eet 


A Lanz of Salzburg cotton print bag 
in “Salzburg Festival” design with 
handle and button in solid color. 
Virginia Art Goods Studios, Inc. 
Navy linen “softie” for ensembling 
with linen shoes. White composition 
top and white patent piping. Fried- 
man Lobel, Inc. White linen and 
London tan calf ensemble. Top 
handle “chubby” bag by Martha Lind 
Creations. One of the season’s popu- 
lar open-toed sandals by Baker & 


Friedman, Inc. 


Below—All white bag in woven Sol- 
kalf, a washable novelty cellulose 
fabric. Koret, Inc. 


SUMMER in and out of town; at home and abroad; 
in formal or informal surroundings—so many ways to 
look at Summer, to plan and buy for it. 

Whatever the place or occasion it is a season of 
brighter, softer materials and novel treatments. No- 
where can this feeling be better expressed than in 
accessories. A bird’s-eye view of this field shows gay 
colors, unusual designs, and unexpected materials. A 
boutonniere may be made of leather flowers, a belt of 
twine or hemp, and a bag and matching glove of hop- 
sacking. Belts may tie and hand down like sashes and 
straw handbags look like bonnets. Variety, gaiety and 
originality are the three theme songs of the season. 

Among more usual types of handbags, leather is 
still the leading material with smooth white or grained 
surfaces as Summer favorites. Calf and some patent, 
as trimming for fabric bags are considered smart and 


especially appropriate for matching shoes. In_ this 
combination wheat linen and London tan calf head 
the list. 

Last year’s interest in neutrals has increased notice- 
ably, due to the general importance of beige. Linen 
in solid dark colors, especially navy, is popular, and 
very smart with a matching shoe and worn with a 
light costume. 

The fabric field is not limited to solid colors in 
neutral or dark tones, however. Flowers, checks, prints, 
and fancy weaves give full play to gay moods and an 
attractive opportunity for matching several accessories. 
Summer is the banner season for accessory selling. 


partly because Summer accessories, in general, are less 
expensive; partly because women want a_ greater 


variety in dress during this season and a change in 
accessories is the logical answer to their need. 

An unusual job is being done this year by several 
groups of leading manufacturers who are working to 
bring out co-ordinated lines of accessories. Six manu- 
facturers, for instance, have developed a co-ordinated 
promotion based on the forthcoming Pan-American 
Exposition. They have used as their color plan, seven 
of the Exposition’s official colors somewhat softened 
in character. 

This type of co-ordination should be of special in- 
terest to shoe retailers in Summer. 





F. C. Rand, Chair- 
man of the Board 


Ee ae TESS 


R. L. Jordan, General 
Manager, Roberts Johnson 
& Rand Shoe Company 


| 


E. J. Hopkins, General 
Manager, Peters Shoe 
Company 


W. H. Moulton, Presi- 
dent, International 
Shoe Company 





The life of a business is in its salesman- 
ship and here we catch the spirit of St. Louis, 
in the Roberts, Johnson and Rand Sales 
Convention — Seven candid shots of men 

caught off guard—Dramatically real. 


Speaking for the 

salesmen — Frank 

Freund, President 

International Shoe 

Travelers Associa- 
tion 


Left: An eyeful of 
style and the ot 
men who saw it 
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Makes a lighter, smarter shoe. Uniform finish—can’t check or crack 


HIS new heel covering increases shoe sales be- 
cause it gives your customers a better heel, 
with qualities they have always wanted. 

It is a photographic reproduction of the finest 
leather heel we could find. The outer surface is 
embossed, giving it the feeling, texture and finish 
of leather. “Pyraheel” is far superior to any similar 
heel cover you’re ever seen. 

One of the most important advantages of “Pyra- 


JFFLESS “PYRAHEEL”? — 


heel” plastic heel covering in built-up heel effects 
is the lightness it makes possible in the shoe. It 
eliminates ounces of unnecessary weight. It cannot 
check, crack or split. It’s strong and durable. The 
finish is uniform—longer-lasting. Heels match per- 
fectly—stay new-looking much longer because 
they’re scuffless. 

Ask your shoe manufacturer about this new heel 
covering, or write direct to du Pont. 


in SCUFFLESS “PYRAHEEL" 


“E. 1. DUPONT DE NEMOURS & CO., INC., PLASTICS DEPARTMENT, INDUSTRIAL DIVISION, ARLINGTON, NEW JERSEY 


| , BUILT-UP HEEL EFFECTS 
Sf TW 
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DISPLAY 


SLIPPERS 


And They Sell Themselves 





A FEW years ago, the purchase of negligees was re- 
served in significant numbers, to movie stars and deb- 
utantes. The rest of the feminine world wore a kimono. 
But times have changed. Ladies have gone glamorous. 
And the old flannel kimono has bowed to the more 
ravishing house coat. Even the flannel variety has 
lines and tricks that would do credit to an evening 
wrap. They have sold at white heat at every grade and 
in every department. They have sold in such significant 
numbers that it is a tip for the slipper department. 
Because every little negligee and house coat must have 
its boudoir slipper. 

The shoe department of a Fifth Avenue department 
store, in New York, has increased it boudoir slippers 
a third by the device of displaying its slippers as prom- 
inently and attractively as if they were evening shoes. 
instead of treating its house and boudoir slippers like 
“red headed step children,” the shoe department at 
Franklin. Simon’s, under M. M. Minco, groups them 
advantageously in beautifully lighted wall shelves 
(shoulder high, not just floor high). The slippers look 
so decorative and are so plainly in view that their gay 
color and design attract the attention of every shoe 
customer in the department and they literally sell them- 
selves. Every slipper in stock is on display and marked 


An Opportunity for Shoe 


Stores and Shoe Departments to Build 
a Growing Business on an Accessory 
Line That Lends Itself to Profitable 


All-Y ear Promotion 


with its price. If one style doesn’t tempt the customer, 
another does. Each slipper-hunter can follow the fem- 
inine delight of making her own choice and working 
out her own color schemes, if she wishes. 

In addition to the wall shelves, a high counter con- 
structed to simulate a bar creates a “Slipper Bar,” 
something entirely new in shoe departments, adding 
definite drama to the boudoir slipper, once regarded as 
just a necessary piece of merchandise. The Slipper Bar 
is located on a traffic lane, and is visible by customers 
in any part of the department. In fact, Mr. Minco con- 
siders two factors important in the success of boudoir 
slippers in a shoe department: (1) That a special place 
in the department should be made for them; (2) that 
this department be located on a traffic lane. 

[TURN TO PAGE 47, PLEASE] 
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patent registry 
applied: for 
on shoe illustrated 


AS IS THE MAN, 
so is his product... 
Quality represents more than the actual product. Quality shoes 


mean more than the combination of the finest leathers and 


materials. For in the awkward hands of a mediocre workman, 


beautiful leather and lovely fabrics might well make shabby 


shoes. 


It takes men of quality to make quality shoes. Men whose 
fingers caress their work with genuine care. Men who under- 
stand—appreciate—better shoe making. And from such men. 
shoes adopt their character. It is that character, that intangible 


strength, we call Quality. 


In stating Tupper Exquisites to be a quality line, we go beyond 
the shoes themselves. We tell you of the men who make them. 
We mention the truly painstaking effort and the extraordinary 
skill employed. And feel completely entitled to the use of 
that much abused word—Quality. 


TUPPER EXQUISITES RETAIL AT $8.75 TO $12.50 
TUPPER SANDALS RETAIL AT $6.75 TO $8.50 


, INC. 


352 FOURTH AVENUE 
NEW YORK CITY 
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ATR/STEP Shot | 


for Women 















ATR/STEP Shot 
=_— for Men 
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The Brown Shoe salesman is headed your 
way with a line-up of Fall merchandise and 
Promotional plans that will boost your profits 
and send your sales soaring. 





SHOES WITH A REAL SALES KICK. Take a look at these three favorite lines 
and you'll know why we're so enthusiastic, so confident that here is the way to 
bigger profits and bigger volume for you. 


STYLES THAT WIN NEW CUSTOMERS — UNUSUAL COMFORT FEA- 
TURES THAT ASSURE YOU OF REPEAT BUSINESS 
These three popular lines include shoes for all the family. 


Air Steps for Women, giving you the peak styles in Air Step history — styles 
you can rely upon to bring the volume you want this Fall. A wider variety of 
patterns in favored materials, colors and heel heights PLUS that ace-in-the-hole, 
the famous “Magic Sole.” Air Steps for Men — the shoes that have the corner 
on “style-plus-comfort” with their smart lasts, “Magic Soles” and heels, thru- 
sewn welt and tempered steel shank. Buster Browns for children in patterns that 
make an instant hit with girls and boys, with a “last” story that sells mothers and 
keeps them sold. And all three lines are carried “In Stock”. 


INCREASED NATIONAL ADVERTISING. Dramatic, attention-compelling ad- 
vertisements reaching even more of your customers than our Spring campaign. 
Full pages on Women’s Air Steps, quarter pages on Buster Browns in such big- 
circulation national magazines as Woman’s Home Companion, Good Housekeep- 
ing, True Story (and) Parents’ Magazine and Life. 


HOLD OFF BUYING UNTIL YOU SEE THIS NEW FALL MERCHANDISE 
Whether you're primarily interested in women’s shoes, men’s shoes, children’s 
shoes or ALL THREE, you'll profit by listening to the Brown Shoe salesman. 
Take time out. Give a few minutes to the Brown Shoe salesman who is now on 
his way to your store. Visit the Brown Shoe exhibit in Rooms 890 & 894, Statler 
Hotel, at the Boston Shoe Fair. It will mean extra profits for you this Fall. 


Wwowr Soe Gowngasey, 


Manufacturers St. Louis 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... ; 
Recorder Stock Record Cards Supply a Perpetual Inventory 








Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 


BOOT AND SHOE RECORD ; 
208-80, ‘Sate Street, Chicago inl Helps you to “buy as you sell”—to know whether each shoe 


ae Ne haath ee eer 
is paying its way with a profit, to go light on slow movers, 


to re-size frequently on wanted style and sizes. 
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B® PEPPERELD sscc inns FABRIC 


wenn: walking, walking, day after day after day — 
small wonder that policemen’s shoes must be lined with 
a special fabric that can resist constant foot friction. And small 
wonder, too, that for thirty-five years leading manufacturers 
of work shoes of this type have chosen Pepperell Wearproof 
Shoe Lining Fabric. It is a specially woven fabric produced 
to stand up under the most rugged wear. Work shoes lined 
with Pepperell Wearproof Fabric build repeat sales. PEPPERELL 


PEPPERELL MANUFACTURING COMPANY Ee 
Shoe Fabrics Division, 160 State STREET, Boston, Mass. : 1 c 
Branch Offices: PHILADELPHIA + CINCINNATI ¢ 8ST. LOUIS + MILWAUKEE FAB R 9 
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You'll give this 
customer 
A REFUND 
AN ADJUSTMENT 


A NEW PAIR 


but 


she'll still be a 
DISSATISFIED 
CUSTOMER 


* 


This couldn’t happen if 
your manufacturer used 


BREASTLOCK 


TRADE - MARK 


HEELS 
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National Shoe Fair Starts 
Plans for 1938 Show 


[CONTINUED FROM PAGE 19] 


wardrobe of between 20 and 25 pairs 
| of shoes, to which he adds at intervals 
| of ten days. He believes that shoes are 
) essentially an item of appearance and 
comfort and that they should not be 
completely out-worn before they are 
replaced. 
| Widely read and widely traveled, 
| W. Maxey Jarman intends to visit the 
leading shoe factories of Europe this 
| Summer. 

As chairman of the National Shoe 
Fair of 1938, sponsored by the National 
Boot and Shoe Manufacturers Asso- 
| ciation and the National Shoe Retailers 
| Association, Mr. Jarman intends to 

steer the course of shoemanship to new 
heights in attendance. With a quota 
of more than one thousand display 
| rooms available, and the entire con- 
vention facilities of the Stevens Hotel 
| in Chicago at the disposal of the com- 
| mittee, there is every opportunity for 
a most successful joint convention and 
exposition. 
| The official dates of the National 
| Shoe Fair are Jan. 3, 4, 5, 6, 1938; and 
| the entire industry is expected to in- 
| spect the displays of shoes, accessories 
| and allied products in preparation for 


the new shoe year. 


Retail Executives to 
| Confer June 3-5 


WASHINGTON, D. C.—Consumer rela- 
tions, installment selling and legisla- 
tion, state and national, are among 
problems in the retail field which will 
be studied at the Conference of Retail 
Executives in Washington on June 3, 
4 and 5. 

In announcing plans for the confer- 
ence, which is being held under the 
sponsorship of the American Retail 
Federation, Col. Clarence O. Sherrill, 
Federation president, said the problems 
to be studied by the conference will first 
be considered in committees. Separate 
committees have been formed to con- 
sider the following and related prob- 
lems: State legislation; national legisla- 
tion; employee-employer relations; con- 
sumer relations; vendor relations, and 
installment selling. 

Col. Sherrill said the conference 
would be divided into committees at the 
opening session, and each committee is 
expected to make specific recommenda- 
tions to the conference on the problems 
to which they have given consideration. 

Executives from the following state 
and national retail associations are ex- 
pected to participate in the conference: 
N. H. Nielson, Iowa; L. F. Shuttle- 
worth, Indiana; J. W. Mehling, Mary- 
land; Daniel Bloomfield, Massachusetts; 
George E. Gayou, Missouri; Joseph M. 
Lucier, New Hampshire; James S. 
Schoff, New Jersey; John C. Watson, 
New York; Roy E. Smith, New York; 





George V. Sheridan, Ohio; John E. 




















UNRETOUCHED 
PHOTOGRAPH 


of the shoe being returned 
by the customer at 


the left 


the lip of the heel . . . This 
spells trouble, expense and 
lost or dissatisfied customers 
. « - It can’t happen if your 
shoes have 


BREASTLOCK 


TRADE - MARK 


HEELS 
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THIS new KIND 
OF HEEL 


@ eliminates breaking of 
sole at lip of heel... 


@ prevents heel from 
kicking under or kick- 
ing back... 


@ strengthens the shank 


@ makes possible straight 
front “Cuban” heels 
as high as wanted. 


SPECIFY 


BREASTLOCK 


TRADE - MARK 


HEELS 








New Designs from 
New Sources 
[CONTINUED FROM PAGE 24] 


tion of the basic principles of shoe 
construction, lasts and their fitting 
qualities, and fitting of shoes. In ad- 
dition, shoe sketching and the trans- 
ferring of shoe ideas to paper are de- 
veloped. Such topics as: how the shoe 
designer proceeds to create new styles; 
the history of shoe fashion as it affects 
current shoe styles; the use of color 
and its influence on shoe styles; how 
to deal with the new lasts and mate- 
rials—are also included in the course. 
Those students successfully completing 
the course are given a certificate sig- 
nifying their record and carrying with 
it the recognition of the Board of Edu- 
cation of the City of New York. 

In addition to the class in shoe de- 
signing, the department has _ been 
expanded to include a class in shoe 
merchandising and another class in 
shoe cutting. 

The industry will be interested to 
know that the City of New York is 
about to construct a new three and 
one-half million dollar building, to 
house the Central High School of the 
Needle Trades. According to Morti- 
mer C. Ritter, the principal, the school 
will have -one of the best equipped 
shoe departments in the United States 
—more than 10,000 square feet on the 


second floor of the ten-story building 


will house the Shoe and Leather Goods 
department. Here students will be 
given training in every phase of the 
manufacturing work. The students will 
start. their training in the cutting 
room and proceed, through all the de- 
partments, to the completion of the 
shoes, 

In addition to the manufacturing 
training, the students will be given 
training in the fitting of shoes at the 
School Shoe Store. Those students who 
make good are given an opportunity 
to sell shoes at retail on Saturday. 

We are singularly favored this year 
in having our honor graduate of the 
Shoe Department receive an award of 
$100. This award is given annually by 
I. Miller & Sons, Inc., in memory of 
the late Charles Miller. 





Means, Pennsylvania; Charles T. Lux, 
Texas; James P. Taylor, Vermont: 
George Flannigan, Colorado; Joe T. 
Meek, Illinois; Tate Williams, Nevada; 
Jack Minton, Tennessee; William S. 
Small, Maine; Charles Boyd, Michigan; 
Vincent Kennedy, California; R. W. 
Cutshall, Virginia; Paul R. Ladd, 
Rhode Island; F. J. Griffiths, National 
Association of Chain Drug Stores; John 
F. Thomas, Mail Order Association of 
America; Hector Lazo, Cooperative 
Food Distributors of America; L. E. 
Langston, National Shoe Retailers As- 
sociation; Roscoe R. Rau and William 
J. Cheyney, National Retail Furniture 
Association; Channing E. Sweitzer, 
Irving Fox and Harold Young, Na- 
tional Retail Dry Goods Association. 





AT NO 
EXTRA COST 


on most shoes* you can get 
the heel which eliminates 
many t plaint 
and refunds — greatly im- 
proves the value of your 


shoes—gives you new talking 


points, 





SPECIFY 


BREASTLOCK 


TRADE - MARK 


HEELS 


made by 
F. W. MEARS HEEL CO. 
140 Federal St., BOSTON 


Factories at Lawrence, Mass.; Conway, N. H.; 
Auburn, N. Y.; Columbus, O.; St. Louis, Mo. 


Affiliated: Dominion Heel Co. 
Montreal and Quebec, P. Q. 


*Exceptions are shoes of single sole construction. 





IN THE FINISHED SHOE 
S CK GIVES MAXIMUM 
ATER STRENGTH 
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Perfect Fit Is Basic Rule 





Has Helped Detroit Store to Develop an Unusual Business 
in Its Juvenile Department 


Detroit.—Modern intelligent mer- 
chandising of children’s shoes is the 
method that is strikingly in use at the 
Ernst Kern Company in Detroit. A 
second floor location on the same floor 
with all junior and juvenile depart- 
ments of the store admirably centers 
the interests of all younger shoppers. 

The shoe department carries shoes 
from the smallest infants’ sizes right 
up to girls’ size 9 and boys’ size 8. A 
price range is carried that is designed 
to meet every purse. 


Catching Customers Young 


A basic objective in the department 
policy has been to keep the same young 
customers coming in for shoes year 
after year. When they literally out- 
grow the department, they should have 
so thorough an appreciation of the 
store's shoe policy that they will auto- 
matically go to the adult departments 
—and there have been many cases of 
children who have grown up to buy 
their shoes in the appropriate depart- 
ment, right in the same store. 

The one basic rule in the department 
is that a shoe must never be sold unless 
it fits perfectly. There are many cases 
of misfit shoes which come into the 
store, due probably to carelessness as 
much as to zeal to sell a pair of shoes 
anyway, and the customer, in less seri- 
ous cases, is not likely to notice it, 
especially the younger customer, whose 
feet can be most seriously injured by 
misfitting in the growing ages. 

Even with the use of the modern 
X-ray machines, special training is still 
required to fit children’s feet. ‘The 
problems are entirely different than 
those met with in adult fitting. Every 
girl who is allowed on the floor to sell 
shoes has a thorough background of 
practical knowledge in the study of 
children’s feet and orthopedic princi- 
ples first. 


Careful Measurement Essential 


In ordinary cases, fitting by careful 
measurement is the method which is 
preferred in this store. The girls on 
the floor are trained to recognize a 
weak foot when they see it, almost in- 
stinctively; special treatment is, of 
course, suggested in all such cases. 

For ordinary fitting, special measures 
are used—the Brannock Device is pre- 
ferred, because of its special accuracy. 
These measures are kept in out of the 
way places, where they will not be 
touched by the youngsters, who could 
speedily ruin a valuable and expensive 
instrument by too rough treatment. 
Right and left heel rests are furnished 
on this type of scale, and sliding rests 
at the side give the width accurately, 
but the measurement must be taken 


precisely at the ball of the foot—that 
is a little trick rigidly insisted upon 
in this store. 

One of the most common troubles 
with young feet is that they are ex- 
cessively thin. There is little imme- 
diate corrective work called for solely 
for this reason, but extreme care must 
be taken in fitting, because of the shape 
of the foot. 

Frequently, too, the regular stock 
shoes must be split to meet special 
cases. There are probably more cases 
of special fittings required, on the aver- 
age, in children’s feet than in adults’, 
because the youngsters frequently out- 
grow these special difficulties—in par- 
ticular classes, such as club feet, for 
instance. Feet that have been operated 
upon require special shoes, which can 
usually be made from stock shoes cut 
and reformed with wedges. The latter 
operation is usually performed by the 
doctor in the case. 


Win Confidence of Parents 


Suggestions of corrective fitting meet 
with a grateful response from many 
parents. The most common minor thing 
to watch for is the need of building up 
the arch. Customers usually comment 
that no one has ever suggested such a 
thing before, and they immediately 
want the name of the clerk who is 
waiting on them. They are usually 
steady customers thereafter. Parents 
today want their children to have prop- 
erly fitting shoes, even if special treat- 
ment is required, and have lost most 
of that false pride that was once in- 
sulted by such a suggestion. 

There was one remarkable case re- 
cently—a four-year-old boy came in in 
February with a case similar to club 
foot, so bad that he could scarcely 
stand without support. The department 
refused to sell shoes for him. He was 
sent to the hospital, and an operation 
was performed to strengthen the feet. 
In September, he came back, got regu- 
lar shoes—no special fitting this time— 
and walked away happily on them! It 
is cases like this that make conscien- 
tious shoe men realize there is more 
than monetary reward in their busi- 
ness. 

Another “trick” that has been in- 
sisted upon here is that real cases of 
flat feet should be measured along the 
side of the measuring stick. Measure- 
ments with the foot standing on the 
stick are likely to be distorted in such 
cases. 

A specialty of the department is the 
stocking of large sizes in boys’ shoes 
—six and a half to eight. These are 
sold to the older boys, frequently with 

[TURN TO PAGE 45, PLEASE] 
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from Denver, West 


Ogden, Utah—That is a lot of square miles “on the flat” for one man to cover as 
subscription salesman, but in that territory are hundreds of progressive, wide-awake, 





and up-and. 


ing shoe retailers and, of course, wherever there is a shoe retailer you 
¥ 


will find the Boot & SHoE ReEcorpeER and its field representatives. 

While Jack Watson’s residence is Mountain View,, California, his home must of 
necessity be the open road for the greater part of the year as witness his present trip. 

Leaving Southern California on March 15, Mr. Watson has traveled through New 
Mexico, Colorado, Utah, and is on his way to Wyoming, Montana, Idaho and Nevada. 
This Fall will find him visiting with shoe retailers in Oregon and Washington until 
the last of November when he will return to California. 

The above picture was snapped just outside of the very smart shoe store operated 


by L. R. Samuels, where, as in thousands 


of other shoe stores, the Recorver takes 


justifiable pride in playing a part and contributing its share toward the general 


progress and success of the business. 





Shoe Store Owners Cooperate In 
Merchandising Events 


JANESVILLE, Wis.—Shoe stores in this 
town, including Sid Weber’s, B. & P. 
Lucht’s, J. M. Bostwick & Sons and 
others, cooperate with other merchants 
through the Janesville Civic and In- 
dustrial Club in promoting a number 
of retail merchandising and community 
events each year which attract a great 
deal of attention and which bring ad- 
ditional business to many firms. 

First of the merchandising events is 
an annual Farm and Home Exposition 
held each fall. Under this promotion 
plan, farmers bring in their best prod- 
uce and exhibit it at the various stores. 
Each store owner offers prizes in trade 
certificates. First prize at each store is 
$3.00; second is $2.00, and third is $1.00. 
Only one seed crop can be exhibited at 
each store. For example, one store will 
exhibit pumpkins, another squash, etc. 

In connection with this event, there 
is staged a tractor and horse plowing 
contest, and a huge indoor husking bee. 
The event attracts hundreds of farmers 
from this area and brings much busi- 
ness to Janesville stores. 

Then during the Christmas season, 


the merchants stage a Christmas par- 
ade which is different from others. Kids 
are invited to dress up in various cos- 
tumes, and join the parade. The kids 
come with coasters, clown costumes, bi- 
cycles, wheels, etc., constituting ten var- 
ious divisions. Each division is awarded 
$10.00 in prizes; $5.00 first prize, $3.00 
second prize and $2.00 third prize. Two 
trucks ply up and down the street toss- 
ing bags of candy and peanuts to kids 
assembled on the sidewalks. Local bands 
also provide Christmas music during 
the entire event. 

These merchants, too, sponsor mer- 
chandising clinics from time to time for 
the benefit of their members. Experts 
in retail merchandising subjects are in- 
vited to come to Janesville to address 
retailers. A recent speaker discussed 
such subjects as a well-selected stock, 
an ample assortment from which to 
choose. Other items listed as important 
to a retailer’s success were goods of a 
dependable quality, prices that are 
right, good display, comfort when shop- 
ping, prompt attention from sales clerks, 
information about merchandise, etc. 
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Two Horns to Hide Dilemma 


[CONTINUED FROM PAGE 15] 


at a time when domestic hides are 
usually at their lowest levels. 

Another major factor contributing to 
extreme price fluctuations in hides is 
found in the fact that the quantity of 
hides and leather produced in the United 
States, or in the world as a whole, has 
no relation to the demand for leather, 
but instead depends upon the quantity 
of livestock slaughtered. 

Furthermore, variations in cattle 
marketing in this country do not nec- 
essarily arise from factors affecting the 
quantity of meat demanded by con- 
sumers, although there is some degree 
of relationship. Slaughter is determined 
primarily by the number of cattle ready 
for market~and the general economic 
and weather conditions which affect 
producers’ plans. 


Livestock Population Changes 


An excellent illustration of the va- 
riation in livestock population and 
slaughter can be found in the accumu- 


| lated effects of the 1934 drouth. Com- 


a 





mercial marketings following the 


-drouth were extremely high, while the 


government purchased over 8 million 
cattle and calves in its drouth relief 
program. Previous to 1934 the bovine 
population in the United States had in- 
creased rapidly from a low point in 
1928, making one of the typical long- 
term cyclical swings. 

While the population was rebuilding 
slaughter declined, the kill falling off 
sharply from 1926 through 1932. As a 
result, the cattle population was at a 
new all-time high by January 1, 1934. 
The drouth program in 1934-35 did not 
bring about the full reduction which 
cattlemen seemed to require, and fur- 
ther decreases in population occurred 
during 1935 and 1936, producing a 
maximum commercial slaughter of cat- 
tle in the United States during the 
latter year. 

The rapid increase in the domestic 
hide supply resulting from increased 
slaughter in recent years, materially 
reduced the United States requirements 
for foreign hides. However, in 1934 
only was there sufficient domestic 
slaughter to take care of our national 
leather requirements without importing 
substantial quantities of foreign hides. 


Imports and Exports 


Imports of hides and skins reached a 
low point in 1932, which was also the 
low point in combined imports and ex- 
ports of all commodities. In that year 
net imports of raw cattle hides were 
equivalent to only 575,000 hides. The 
decrease in international trade during 
the depression was not as great in vol- 
ume as in total value, since the decline 
in numbers of hides moved was accom- 
panied by the contemporaneous decline 
in the value of both hides and finished 


goods. 


The United States has been able to 
preserve an export trade in leather, 
even though having to import hides to 
meet combined foreign and domestic re- 
quirements, because of the favorable 
technical position which the American 
tanning industry holds in comparison 
with the rest of the world. 

Although tanning was one of man’s 
earliest arts, the United States pio- 
neered in the adoption of chemical con- 
trol of quality. It still manufactures 
more leather than any other country, 
and accounts for more than one-fifth 
of the world output, followed by Ger- 
many, France and the United Kingdom. 
Up to the last decade, these four coun- 
tries produced nearly 70 per cent of 
world leather, but tanning operations 
have been expanded so considerably in 
other countries in recent years that by 
1934 these four countries had only 55 
per cent of the world production. 


Export Leather Trade 


A large part of the American export 
trade is comprised of upper leather, 
the best of which is produced from 
calfskins. Some 15 million calfskins 
are processed each year by American 
tanners, although calfskin production 
in the United States, including “the 
federally inspected kill, the small pack- 
er kill, and the country kill, totals only 
some 10 million skins. 

Foreign calfskins enter the United 
States subject to a 10 per cent ad 
valorem duty, while finished leather 
imports are taxed 15 per cent. 
Hence it is possible to process imported 
calfskins in this country. The princi- 
pal nations supplying foreign calfskins 
are France, New Zealand and Canada; 
while Argentina, Canada and Brazil 
furnish most of the imported cattle 
hides. 

This country’s export trade in fin- 
ished leather is with almost every coun- 
try that uses leather products. United 
Kingdom and the Philippine Islands 
are the biggest customers for sole 
leather while cattle upper leather is 
sold to Switzerland and Central Amer- 
ican countries. The United States is 
the foremost producer of patent leath- 
er, which is made both from cattle 
hides and calfskins, and major cus- 
tomers are Italy, France, the United 
Kingdom and British India. 


Current Hide and Leather Position 


United States production and con- 
sumption of cattle hides and those 
heavier kipskins which are handled 
along with cattle leather in the tan- 
ning business reflect the tremendous 
increase in hide stocks which resulted 
from the heavy slaughter of cattle dur- 
ing the past three years, and also 
show that the disappearance of fin- 
ished leather into shoes and other uses 


















kept pace during 1936 with the in- 
creased supply. 

The industry entered 1937 with 
slightly lower stocks of hides and 
leather than existed during either of 
the past two years. 

The largest single factor contribut- 
ing to the favorable utilization of 
leather during 1935-36 was the tre- 
mendous expansion in shoe production. 
On a per capita basis, shoe manufac- 
ture in 1985 was at the rate of three 
pairs per person, almost a record, and 
a substantial improvement over the de- 
pression years, 1930-32, when the per 
capita consumption was only two and 
a half pairs. In 1936, shoe production 

. actually expanded to an average of 3.2 
pairs per capita. 

While leather production tends to 
follow the curve of cattle slaughter, 
the relationship is not close. Leather 
production is materially affected by the 
general level of factory employment. 
The number of people actually at work 
is a very large factor in the demand 
for shoes, and also reflects the indus- 
trial leather demand for belting and 
other uses. In 1932 when factory em- 
ployment went very low, the production 
of leather declined even more sharply 
than the new supply of hides. 

Increases or decreases in imports of 
hides make it possible to adjust leather 
production in line with factory employ- 
ment, even though domestic cattle 
slaughter may be showing wide devia- 
tions. 


Hides and Shoes 


There is no very close relation be- 
tween production of cattle hide leather, 
production of calfskins and production 
of shoes. It is possible to vary shoe 
production considerably as demand fac- 
tors change, without increasing leather 
production, because of the large stocks 
of leather which are normally avail- 
able, either in process or in finished 
form. The processing of hides may re- 
quire as long as nine months to a year, 
and finished leather, of course, is a 
non-perishable product. 

The factor most closely associated 
with boot and shoe production and the 
demand for leather is the level of fac- 
tory employment in the United States, 
to which reference has previously been 
made. In recent years a new high level 
of shoe requirements for the country 
may have been established. 

In other words, with factory employ- 
ment up to nearly average levels, de- 
mand requirements in the United 
States may be as high as 420 million 
pairs of shoes compared with an ap- 
proximate average of 325 million pairs 
for the earlier group of years. 


Significant for Producers 


It is still impossible to say assuredly 
that a permanently higher level of 
shoe production has been reached in 
the United States, but if such turns 
out to be the case it will be quite sig- 
nificant for American cattle raisers. It 
will mean that domestic prices of hides 
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and skins will need to be held at levels 
high enough to attract to this country 
the necessary volume of imported skins 
to meet the shoe requirements of the 
nation, or else require a reduction in 
the tariff. 

The possibility of establishing per- 
manently a higher level of shoe pro- 
duction and consumption in the United 
States appears quite definite, when one 
considers the increased number of pairs 
of shoes required by both men and 
women in order to be adequately at- 
tired for work, sports and dress. 

This situation raises a real question. 
It would appear that in order to meet 
these shoe requirements, an increase 
in hide production of approximately 
30 to 35 per cent would be necessary. 

Unquestionably, the domestic market 
for beef cannot stand any such in- 
crease in production without ruinously 
low price levels. It is rather obvious 
that an increase to provide such a 
rate of leather consumption is impos- 
sible, and the difference will have to 
be supplied either by imports or sub- 
stitutes. 

The problem is therefore a difficult 
one. If prices are supported by an in- 
creased tariff to a point that will reduce 
imports, the use of leather substitutes 
will develop rapidly, as from past ex- 
perience the trade believes that hide 
prices averaging above 15 cents stimu- 
late the rapid production of substitutes. 

Furthermore, there is a greater dan- 
ger in stimulating substitutes than 
there is in permitting increased num- 
bers of foreign hides to enter. The pro- 
duction of leather substitutes is readily 
adapted to mass operations, and lower- 
ing costs of processing and distribution 
are certain to appear as the volume of 
manufacture increases. 

On the other hand, cattle hides have 
to be produced by cattle growth, the 
same method prevailing all over the 
world, and their costs decrease imper- 
ceptibly as production mounts. 

Meeting this domestic leather short- 
age with imported hides is therefore 
less dangerous to domestic hide pro- 
ducers than is the stimulation of leath- 
er substitutes, says the Armour survey. 





Moderate Height 
Heels Popular 


Los ANGELES, CALIF.—A very de- 
cided call for 15/8 heels is being ex- 
perienced in the Wetherby-Kayser shoe 
stores, according to Henry Wetherby. 
This demand comes from working 
girls, young girls, the older women, in 
fact, from a large portion of women 
folks who buy the better grades of 
shoes in the dressy, smart types. So- 
ciety girls and the dressy young ma- 
trons are quite insistent on the full 
22/8 heights. Apparently there is no 
middle ground this Summer. It is Mr. 
Wetherby’s belief that the 15/8 heels 
will continue to be bought by an in- 
creasingly larger group of women as 
the newer fashions in these heels are 
introduced to them. 
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Retail Sales Continue Gains 








April Increase in Daily Average Six Per Cent Over Year Ago, 
Retail Federation Reports 


IDAILY average retail sales in April 
registered an increase of about six per 
cent over April a year ago and con- 
tinued the gain made during the first 
three months of this year, according to 
calculations made public last week-by 
the American Retail Federation. 

The Federation’s provisional Index of 
Retail Sales, based on monthly reports 
of the Department of Commerce and 
the Federal Reserve Board and repre- 
senting daily average sales, stood at 
108 in April, compared with 107 in 
March, 83 in February, and 81 in Janu- 
ary. Sales of furniture, foods, and new 
cars increased in April sufficiently to 
offset the drop in the sales of goods 
| stimulated by Easter buying in March. 
| The sales volume in April is esti- 
| mated to have totaled $3,600,000,000, a 
gain of $200,000,000 over April, 1936. 
The gain in dollar volume for the first 
four months of this year is approxi- 
| mately $1,300,000,000, or 12 per cent. 

Retail furniture sales in April are 
estimated by the National Retail Fur- 
niture Association at about 20 per cent 
greater than in the same month last 
year, and 17 per cent ahead for the 
year as compared with the first four 
months of last year. 

Daily average sales in department 
stores showed a gain of about four per 
cent last month over April, 1936; and 
rural sales about 10 per cent. Accord- 
ing to preliminary estimates, new car 
sales were up about eight per cent. 

Small towns and rural areas made 
larger gains in sales last month as com- 
pared with last year’s levels than were 
registered in industrial. and urban 
areas. 

Great Lakes territories, the Ohio val- 
ley, southern, Gulf, southern mountain 
states and southern California had bet- 
ter than average retail business activ- 
ity last month. 

Retail sales in March showed an in- 
crease of 18 pcr cent in volume over 
March of last year, a dollar gain of 
about $560,000,000. The sales volume 
in March totaled $3,600,000,000. 

Part of the March increase in sales 
was attributed to Easter buying, the 
Federation points out, although this 
seasonal influence was not as great this 
year as was expected. The Federal Re- 
serve Board estimates that an Easter 
in March usually results in an increase 
of about three per cent more than the 
usual seasonal rise in department store 
sales for that month. March sales this 
year were also aided by an additional 
selling day as compared with March 
last year. 

Sales during the first three months 
of this year totaled $8,800,000,000, an 
increase of about $1,000,000,000 over 
the first quarter of last year, or about 
14 per cent. The gain in dollar volume 


for the first two months was 11 per 
cent. 

The Federation’s provisional Index 
of Retail Sales for March, based on 
monthly reports of the Department of 
Commerce and the Federal Reserve 
Board, stood at 105 compared with 89 
in March last year. All components of 
the index were higher last month than 
in March, 1936. 

Variety store sales made an aggre- 
gate gain of 23 per cent for the month. 
The rural retail sales volume, as mea- 
sured by the Department of Commerce 
index, also showed a gain of about 23 
per cent, and department store sales, 
representing largely urban business, 
were up more than 20 per cent from 
March of last year. 

New car sales registered an estimated 
increase of 19 per cent in March over 
a year ago, in spite of labor troubles 
in assembly plants which interfered 
with deliveries, 

Sales of shoes and millinery, retail 
items in especial Easter demand, prob- 
ably showed the largest gains in March. 
But staple items, such as furniture and 
housefurnishings, also continued to 
show sales increases, and such items 
are particularly indicative of the gen- 
eral acceleration in retail buying. 

Selling reports indicate definitely 
that rural areas enjoyed a greater 
business increase in March than the 
more urban districts. Sales in New 
York, Philadelphia, and several other 
great metropolitan areas registered 
only average or less than average in 
creases. Western Pennsylvania, Ohio, 
Indiana and the Ohio river area con- 
tinued to lead in sales increases. The 
South, Southwest and rural New ing- 
land also registered sales increases sub- 
stantially above the average for: the 
country as a whole. 


Whites Introduced 
at Style Show 


DENVER, COLo.— New whites came 
early in the foreground at the Denver 
Dry Goods Co., when the McCall Paris 
Fashion Show brought out living models 
to promenade in all the wanted Spring 
and Summer styles. The show, which 
was put on by Mildred Hanley, stylist, 
in the fourth-floor tea room, introduced 
the Peacock Trefor pump in buck with 
cutouts; the Paradise porthole sandal 
type in white kid; the Walk-Over Ca- 
bana with perforations in white calf, 
and the Red Cross white buck Spectator 
sports shoe in brown trim. 

The Modette Shop answered the ‘call 
to white with a ready and pleasing col- 
lection of white fabric, kid, and buck 
shoes of 50 different styles in sizes 3 
to 9 and AAA to C. 
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Display Idea Brings Business Increase 


DENVER, CoLo.—A fifty per cent in- 
crease in business during Foot Health 
Week, March 29 to April 3, achieved 
by Cramer’s Foot Comfort Shop, Inc., 
401 16th Street, here, was brought 
about in large measure due to the 
adoption of poster display ideas con- 
tained in the January 30 issue of Boot 
AND SHOE RECORDER. 

The two poster ideas adopted, the 
clock faces panel dramatizing the idea 
of all-day foot comfort, and the “beauty 
of face and figure begin at the feet” 
panel, were described and illustrated 
in an article, “Cut Yourself a Big 
Slice of Foot Health Week Business,” 
that appeared in that issue. 

In adopting the clock faces panel, 
Cramer’s varied the slogan, “Foot 
Comfort for You,” as contained in the 
magazine illustration to “Foot Com- 


fort for Men.” This was particularly 
appropriate, in this instance, since it 
permitted one window to be used for 
a display of men’s shoes while the 
other, in which the poster with the 
figure of a woman on it was used, was 
devoted to women’s shoes. 

A green background, as suggested 
in the magazine article, was employed. 
This was of cellophane. Black letters 
were used on the panels against an 
orchid background. The figure of the 
woman was in black with yellow used 
as a contrasting color. 

The panels were extremely effective 
in attracting the attention of passers- 
by to the windows, which are com- 
plicated and small in depth, and helped 
materially in increasing the business 
of the store during Foot Health Week, 
according to Dave L. Cramer, manager. 





Perfect Fit Is Basic Rule 


[CONTINUED FROM PAGE 40] 


excessively large feet for their age, 
whose parents don’t like to take them 
to the regular men’s department. 

Complete records are kept in the 
store on all corrective shoes. This in- 
cludes all work done, the size, and date, 
forming a personal history of any feet 
so treated. 

Another novelty service is the spe- 
cial file recording the size of every 
pair of baby shoes sold. In this way, 
telephone orders can be sold, and 
mothers need not bring their babies 
down every time to buy a new pair of 
shoes—they can look at the date on the 
card and make due allowance. 

The children’s shoe department itself 
has been a successful one at Kern’s— 
the best proof of that is that it was 
recently doubled in size, despite the 
fierce space competition existing in a 
department store. 

The department is under the man- 
agement of Miss C. Cawley, and much 
of its success is undoubtedly due to the 
personal interest that she takes in the 
opetation—an interest that seems to 
give a deep satisfaction when some 


child’s foot has been given a better fit 
than it ever had been before. All clerks 
in the department are girls—an im- 
portant factor in dealing with 
youngsters. 


Whites Next in Line 
[CONTINUED FROM PAGE 21] 


shoes in their windows, but June offers 
a splendid opportunity for special pro- 
motions, built around graduation, the 
vacation season and the various local 
events and occasions that call for white 
shoes, sport and outdoor types. 

The store that plans now to begin 
next month and follow through the 
Summer season with a series of at- 
tractive window presentations on 
whites and sport shoes will have the 
best chance of showing a worthwhile 
profit record to reward its efforts 
through the Summer months. 


Adds New Lines 


La Crosse, W1s.—The Rice Shoe Co. 
has enlarged its stock of men’s shoes 
adding the Nunn-Bush and Edgerton 
lines. 








The enlarged department is un- | 
der the management of C. E. Baker. | 
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Announcing... 


CONNELL'S 
WELTS 
Now IN-STOCK 


Responding to the in- 
creasing demand of 
leading buyers and re- 
tailers, the J. M. Con- 
nell Company intro- 
duce a few patterns 
from their New In-Stock 
Department. 





Style 10— 17/8 
Built-up 
leather heel. 
Genuine White China 
Buck — Tan calf tip 
and Foxing—A beau- 
tiful shoe, that fits 
and wears well. 
AAA to C—4% to 9 
Style 15—Same as 
No. 10 only Pump. 


* 


Style 721—12/8 leath- 
er heel. Black Kid 
Nurses’ oxford — 
Leather sole. 

AAA to EE—3% to 9 





Style A2071 — 12/8 
ite heel. White 
calf Nurses’ oxford— 
white rubber sole. A 
wonderful shoe for 
comfort, appearance 
and durability. 
AAA to D—3% to 9 


* 


Style S$-929—Genuine 

ite China Buck. 
Tan calf saddle — 
Rubber sole and 
wedge heel. A popu- 
lar all-around shoe 
that fits. 


AAA to C—4 to 9 





ROOMS 
528 
& 
530 
td 
PARKER 
HOUSE 
BOSTON SHOE 


FAIR 
JUNE |, 2, 3 


J>M-CONNELL SHOE 
COMPANY, INC. 
SO. BRAINTREE /-_ MASSACHUSETTS 
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F ormulates Success Rules 


for 1937 Selling 


Fatt River, Mass.—The entire 1937 selling season 
should be a profitable one for the shoe business if 
managers would adhere to certain established prin- 
ciples, according to Oscar Dube, department manager 
of the shoe department at McWhirr’s, large depart- 
ment store. 

Primarily, Mr. Dube advises shoe men to concen- 
trate their advertising on one number at a time, making 
advertising more effective. While only one number 
gets publicity, Mr. Dube says that people will visit 
the department to see a popular, well-advertised num- 
ber, and they will then see all other numbers in the 
line. Shoe men make a big mistake when they attempt 
o advertise many numbers, says Mr. Dube. 

Another pet policy of Mr. Dube’s is to display shoes 
in the department by the hundreds, rather than ob- 
scuring stock in favor of handsome, deluxe interiors. 

Mr. Dube is an ardent student of seasons. He finds 
many seasons so short that profits are lost, if the buyer 
is not alert to every day of the season. This applies 
to suedes, brown and white sports, and similar shoes 
which enjoy good sale but for a very brief period. 

And don’t over-buy, cautions Mr. Dube. Over- 
buying, he explains, causes many of the mark-downs 
and offsets much of the profit chalked up during a 
good selling season. 

Mr. Dube holds almost religiously to these prin- 
ciples, and his reward has been an ever-growing sales 
record, a very low percentage of mark-downs, and 
effective advertising at lower cost than many are able 
to realize. 


Joan Crawford’s New Sandals 

Joan Crawford has new ideas in two pairs of eve- 
ning sandals that were worked out to her instructions. 
One is an open toe sandal having an etched silver 
effect. This is created by using metal-treated kid with 
a small floral design etched into the material. The 
narrow straps are secured by diamond studded 
buckles. The other shoe is a smart black velvet sandal. 
These lace Roman fashion about the instep and ankle, 
finally ‘tying in pert little bows. The lacing is also of 
black velvet, with tiny jeweled tips at either end. 








Josephson Store Sold 


Newport, R. I.—Morse Shoe Stores, operators of a chain 
of retail shoe stores throughout New England, have taken 
over the business of Joseph S. Josephson, a shoe retailer lo- 
cated at 128 Thames St. Following extensive alterations, 
Morse’s reopened the store with a full line of women’s, 
children’s and infants’ footwear. New lighting fixtures, new 
store equipment and a fine new sign have been added to 
the store. 

Mr. Josephson has been retained as manager of the new 
Morse store. The Morse shoe headquarters are located in 
Boston. 
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Display Slippers and They 
Sell Themselves 


[CONTINUED FROM PAGE 32] 


A slipper promotion idea that Mr. Minco has used 
with success is an idea for taking full advantage of 
slipper sales during the holidays. (It could be used on 
a smaller scale at vacation buying time.) A slipper 
saleswoman from the shoe department, with a selected 
group of the best selling slippers in each grade, is 
moved right into the Lingerie Department. The cus- 
tomer need not move out of the spot where she chose 
her negligee to get matching boudoir slippers! (Slip- 
pers being an accessory to lingerie, it seems to be the 
opinion here that women are to be preferred as slipper 
salespeople.) 

At all times of the year, boudoir slippers are always 
displayed in the lingerie department with negligee and 
house coat displays. Window displays tie up with in- 
terior department displays always. 

An excellent and very unusual example of the sales 
possibilities in boudoir slippers has been demonstrated 
interestingly at The Cantilever Shoe Shop at 646 Madi- 
son Avenue, New York, under David P. Jenkins. Bou- 
doir slippers for a shop selling comfort shoes, at first 
thought, might seem neither logical nor profitable. Yet 
they proved both to this smart Madison Avenue Shop. 

Situated in a smart neighborhood frequented by very 
style-minded young women and properous older women, 
The Cantilever Shop tried out house slippers in the 
classic blue and black, purely as an experiment. They 
brought customers, and more customers. Shoe cus- 
tomers as well as slipper customers. When buyers be- 
gan to ask for red slippers, as wel] as the black and blue 
ones in stock, Mr. Jenkins extended his slipper experi- 
ment to include livelier and less conservative models. 

Today, slippers are a definite part of the shop. Mr. 
Jenkins feels that they add color and attention appeal 
to a window of otherwise dark-toned shoes. He uses 
‘them as such in every window display . . . minus all 
properties except the polished wood background of the 
regular window. 

Selling house slippers in this Cantilever Shop has 
brought extra sales in the following ways: (1) A shoe 
customer of the matron type spies and buys a pair of 
slippers for her daughter away at school . . . for her 
mother . . . for her sister. An ultra-smart, ultra high- 
heeled slipper customer, sends her husband in for 
shoes. They even bring the husband in. 

The fact that all customers react to “something dif- 
ferent” has been proved at The Cantilever Shoe Shop 
even with slippers. One of the outstandingly success- 
ful boudoir slippers from the point of view of sales 
was a “scuff” slipper trimmed in lamb’s wool. In spite 
of the wool trimming, it sold well immediately on its 
introduction, although it made its bow in May and 
June. Because it was “something new,” says Mr. 
Jenkins. 





















Of course you want to 
please the public. Of 
course a satisfied cus- 
lomer is your best ad- 
vertisement. You want 
the profit from repeat 
business, too! Well 
then, give them real 
COMFORT!—And how 
can abnormal feet be 
made comfortable in 
normal shoes? The 
answer is, of course, 
by fitting WIZARD 
ADJUSTABLE ARCH 
BUILDERS. 
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COMPANY 


ST. LOUIS, MO. 
WALSALL, ENG. 
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the WIZARD WAY 









to greater profits 





Canadian Distributors: 
Canadian Specialties, Ltd. 
49 Sanford Avenue, So. 
Hamilton, Ont. 
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Shoe manufacturers employing the Delmac 
and the Sbicca methods of making shoes are 
enthusiastic in their use of Rychrome Lamb- 
skin for shoe linings. The users of these 
nationally known quality production methods 
unhesitatingly proclaim the virtues of this 
equally well-known superior shoe lining. 


It is only fitting that Rychrome Lambskin 
should be selected by these makers of better 
shoes. Admittedly the finest lambskin obtain- 
able, Rychrome Lambskin has met with this 
country-wide approval because of its proven 
merit. Perspiration resistant, exceptionally j 
strong, chrome tanned, and available in a 
multitude of colors, Rychrome Lambskin is an 
important factor in the maintaining of quality 
and keeping costs down. 










If you are a retailer, write Shoe manufacturers are in- 
us for the names of manu- _vited to write for samples 
facturers of Delmac and and additional facts on 
Sbicca Method shoes using _ this superior lambskin. 
Rychrome Lambskin. They 


can supply you with finely 
made shoes—at a saving! 
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Shoe Vews 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, MAY 29, 1937 


NATIONAL NEWS 





Chicago Predicts Record White Season 





Early Indications Give Promise of Largest Demand in Years; 
Sales Moving Briskly with Rising Temperatures 


CuHiIcaGo, ILL.—The biggest white 
season for many years has been pre- 
dicted by leading Chicago shoe mer- 
chants. Although the Summer selling 
season has been slow in getting under- 
way due to abnormally cool weather 
and heavy rains, buying became heavy 
this past week. 

Open toes and open heels, both in 
sandals and oxfords continue in favor 
in the whites. Shoe men report the 
high style influence in the dress shoes 
has led customers to demand more ver- 
sions of oxfords for Summer wear. The 
higher priced shops and better depart- 
ment store salons report that from pres- 
ent indications white buckskin will 
come first in customer choice with white 
kid second, white linen third, and white 
pig and calfskin fourth. In several 
shops wheat linen, shown in combina- 
tions with brown as well as solid colors 
is already a big seller. Nearly all shops 
are already reporting 50 per cent or 
more of their sales as whites. 

Blues have sold and are selling both 
for late Spring and early Summer, far 
better than any shoe men had expected 
or predicted and many have had to 
replenish their stock with rush orders. 
Beige in most shops has not kept up 
with early season expectations and al- 
though there was some buying and 
many inquiries early in the season, in- 
terest seems to have fallen off in favor 
of white, grey, or wheat. 

In the colors, prints are gaining 
momentum every week and are selling 
especially good in shops featuring them 
with accessories such as bags and 
scarves. One shop is using prints in 
promotion with bag, scarf, belt, and 
gloves all of matching materials and re- 
ports an enthusiastic response. There 
seems to be no special favorite in print 
combinations. Several shops during the 
past few weeks brought out pastel 
prints on white backgrounds which 
were well received. Merchants who have 
ordered their prints with the prevailing 
colors for the season in mind report 
the best success. Several of the better 





DATES TO REMEMBER 


Boston Shoe Fair, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass.....June 1, 2, 3, 1937 


Pacific Northwest Shoe Retailers An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

. May 30, 31, June 1, 2, 1937 

Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 

Iowa National Shoe Travelers Associa- 
tion Shoe Fair, Hotel Fort Des 
Moines, Iowa June 6, 7, 8, 1937 

Wisconsin Shoe Retailers Association 
Convention, Plankinton Hotel, Mil- 
waukee June 13, 14 and 15, 1937 

California Shoe Retailers Annual Con- 
vention, Hotel St. Francis, San Fran- 
cisco, Calif. ...... June 14, 15, 16, 1937 

Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 

National Leather and Shoe Finders 
Association Annual Convention, 
Southern Hotel, Baltimore, Md. 

June 21, 22, 23, 24, 1937. 

Boot and Shoe Travelers’ Association 
of New York Annual Summer Ont- 
ing and Golf Tournament, Karat- 
sony’s, Glenwood Landing, L. I., 

July 15, 1937 

Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
Wi ci ucsarreercuen July 18, 19, 20, 1937 

New York State Shoe Retailers Asso- 
ciation 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 

Oct. 3, 4, 5, 1937 

National Shoe Fair, Hotel Stevens, 
Chicago, Ill. ........ Jan. 3, 4, 5, 6, 1938 
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shops have had good response to Indian 
prints and stripes in open toe, oxford, 
and strap models. Polka dots are sell- 
ing well in moderately priced shops. 
One of the salons has featured black 
linen for wear with black sheer dresses 


selling so well here. Some of these shoes 
are piped in white and are promoted 
for wear with white and pastels as a 
contrast. White with black trim and 
white with blue trim are also going 
well, most of them in spectator heels. 
Coronation shades are still popular 
although their selling in solid colors 
has fallen off in favor of multi-color 
combinations in Summer fabrics. 





Langston to Visit 20 Cities 
on Coast Trip 


NEw YorK—Recently the National 
Shoe Retailers Association announced 
a nation-wide organization plan 
through its official state and city chair- 
men in more than 400 cities in the 
United States. As a further contribu- 
tion to this nation-wide movement, L. E. 
Langston, executive vice-president of 
the National Shoe Retailers Associa- 
tion, is leaving New York Tuesday, 
May 25, to meet with the local shoe re- 
tailers in more than 20 cities from coast 
to coast. 

Two outstanding objectives on Mr. 
Langston’s itinerary are to be in at- 
tendance at the Pacific Northwest Shoe 
Retailers convention in Spokane, Wash- 
ington, May 30, 31, June 1 and 2, and 
at the California Shoe Retailers Con- 
vention in San Francisco on June 14, 
15 and 16. 

Other cities included in Mr. Lang- 
ston’s itinerary are Chicago, Ill.; Fargo, 
N. D.; Butte, Mont.; Seattle, Tacoma, 
Wash.; Portland, Ore.; Los Angeles, 
Calif.; Tucson, Ariz.; El Paso, Fort 
Worth, Dallas, Texas; Little Rock, 
Ark.; Memphis, Tenn. 

In Portland the local shoe retailers 
association is planning the largest meet- 
ing in its history for Mr. Langston’s 
visit and they are extending invitations 
to shoe retailers of all the surrounding 
towns in Oregon. 

The response to the association’s ef- 
forts to organize the local shoe retailers 
in towns and cities throughout the 
United States has been most gratifying 
and it is believed that this extensive 
trip by Mr. Langston, in recognition 
of the good work that has been done 
along these lines, will serve to further 
extend this nation-wide movement to 
organize the shoe retailers. 
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Harrisburg Retailers Form 
Local Association 

HARRISBURG, PA.—F ourteen shoe mer- 
chants and managers of local stores on 
May 12 joined the National Retailers’ 
Shoe Association, of which C. B. Rod- 
ney, proprietor of a shoe store bearing 
the same name, is city chairman. 

“We expect other merchants and 
managers to join the organization 
soon,” Mr. Rodney stated. ‘“We’d like 
to belong to an association second to 
none in order that we might have a 
representation in legislative matters.” 

A local association to be known as 
the Harrisburg Shoe Retailers’ Asso- 
ciation was also formed at the meeting 
with the election of Walter F. Deissler, 
manager of the shoe department of the 
Bowman & Company Store, as presi- 
dent, and B. E. Crego, proprietor of the 
C. J. Crego & Son Shoe Store, as sec- 
retary. 

A committee will be appointed to 
form by-laws of the local organization 
at a dinner meeting to be held within 
the near future. : 

A local association has been advo- 
cated for Harrisburg for some time. 
Chief among the managers to favor 
such a plan was Ernest Barbush, man- 
ager of the shoe department of the 
Wm. B. Schleisner Store, who is pleased 
that an organization for local shoe mer- 
chants is at last getting under way. 





M. J. Kaplan Tours 
Territories 

Boston, Mass.—M. J. Kaplan of the 
Colonial Tanning Co., Inc., left Boston 
on Sunday, May 16, on an extended 
tour covering Rochester, New York, 
territory including Little Falls, Au- 
burn and Syracuse, with the company’s 
representative, Edward Swen of the 
John Siebert Leather Company, 22 An- 


7a.” | 


ENGLAND WALTON ‘Sorted 


CUT SOLES and SOLE 


~ 
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Claims Record in Use of Radio 





Interior view of T. Arthur Cohen’s new store showing the attractive setup 
created through the use of rustic simplicity in its design. 


ALBANY, N. Y.—T. Arthur Cohen has 
moved his shoe store to a new location 
at 81 Chapel Street, directly opposite 
the Ten Eyck Hotel. The new store is 
distinctive and unusual in appearance, 
being finished in knotty pine, with fur- 
niture to match. Special provision has 
been made for interior displays, and an 
indirect lighting system has been in- 
stalled. 

“Due to our radio broadcasting, the 
trade has followed us 100 per cent to 
our new store,” said Mr. Cohen, “and 
with the increased street traffic, as com- 
pared to the former location, we have 


shown a gratifying increase in sales.” 

Mr. Cohen is a pioneer in the use of 
radio as applied to the retail shoe busi- 
ness. His first broadcast over Station 
WGY, Schenectady, was nearly ten 
years ago, and he has been using radio 
consistently ever since. Every Monday 
evening at 12:09 his “Footnotes” are 
broadcast over this 50,000-watt station. 
He claims a record among shoe mer- 
chants for continuous use of radio over 
the longest period of time. 

“Let’s see who can beat me and I'll 
buy him a year’s subscription to Boor 
AND SHOE RECORDER,” Mr. Cohen says. 





drews Street, Rochester, New York. 

From the Rochester territory Mr. 
Kaplan will then go to Chicago where 
he will spend some time in that city 
and from there will go to Milwaukee 
where he will cover the Chicago and 


Milwaukee and surrounding territory 
with the firm’s representative, Irwin C. 
Wehmeyer. At that time he will also 
visit one of the firm’s six plants at 
South Milwaukee, Wis., and one of their 
shipping departments in Milwaukee. 








by Fibre” 


LEATHER 
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Joseph Cramer Retires 


The retirement of Joseph Cramer, 
veteran member of the buying staff of 
the Melville Shoe Corporation and the 
company’s oldest employee in point of 
service, was announced Saturday by 
Ward Melville, president, following a 
luncheon in Mr. Cramer’s honor at the 
Columbia University Club. 


JOSEPH CRAMER 


Mr. Cramer entered the business in 
September, 1902. His first job was that 
of stock room boy. Later he pulled 
shoes. Subsequently he became the first 
of Mr. Melville’s early assistants in 
buying and merchandising shoes for 
the growing chain of stores. In 1917 
he was appointed shoe buyer for the 
Rival Stores, which position he held un- 
til January, 1935, when these stores 
were sold. He was then designated an 
assistant to vice-president William J. 
Cobb, in charge of the purchasing of 
rubbers, slippers and spats. 

In attendance at the luncheon were 
company officers, directors, and more 
than two score executives and store 
men, many of them early associates of 
Mr. Cramer in the business. 

The immediate plan is for Mr. and 
Mrs. Cramer to travel extensively, 
hence the gift that was presented took 
the form of a whole set of handsome 
luggage. Joe was also presented with 
a diamond service emblem with “35” on 
it and a scroll signed by all those pres- 
ent. 

Mr. Cramer, whose home is at 110 
New York Avenue, Brooklyn, after 
traveling for a time, will remove to 
Pawling, New York, where he will build 
a home on land that has been in Mrs. 
Cramer’s family for many years. 


Fire Destroys Shoe Store 


STEUBENVILLE, OHI0O—Loss estimated 
at $14,000 was caused by a fire which 
recently demolished the Shoe Box Co. 





store and the adjoining Olympic restau- 
rant. 


THE HEEL 
THE ARCH 


THE 


METATARSAL 





STEP-ELATOR 
STAN SAYS 





“You can SEE it-You can FEEL it 
You can SELL it!” 


No “thin air” conversation here 
—no, sir! When you sit opposite 
a foot-weary customer and begin 
talking Pedwin Step-Elator com- 
fort and style, you'll have the 
sales-clinching evidence right at 
your finger tips. Put his hand 
into the shoe. Let him feel the 
soft, soothing, restful cushion 
stationed at three vital strain 





THEY WIN YOUR FEET 
A HAPPY LANDING IN EVERY STEP 


Let the United Man 
tell you the complete 
Story of how the ex- 
clusive Step-Elator 
Franchise allows a 
liberal co-operative 
advertising plan. 


UNITED SHOE 


in Ce On Oe 


points. Now have him stand in 
Step-Elators and the sale is 
made. Step-Elators are the 
“plus”-value features of Pedwin 
Shoes. But more than that, they 
have plenty of sleek, modern 
style, too. A quick sale combina- 
tion in any store. Give an ear 
to the whole story—it’ll pay you. 


Stocked in a wide range of styles 
—AAA to EEE—S’s to 14's 


ST. LOUIS 
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Merchants Join in 
Cooperative Plan 

DENVER, COLO.—Shoe merchants of 
this city, Colorado Springs, Pueblo, 
Boulder, Greeley, and nearly a dozen 
other large communities of the state, 
have been active in a state-wide legis- 
lative organization, Colorado Retailers 
Association, which has effectively 
worked for the protection of the retail 
shoe trade, during the present General 
Assembly. 

The general plan, Colorado shoe men 
say, is one which the shoe trade of 
other states, alert to the necessity of 
protective legislative effort, may well 
promote. 

Prior to the 1937 Colorado Legisla- 
ture, there were various retail groups 
in the state which, individually, acted 
in legislative matters. but no “united 
front” of retailing. Denver shoe mer- 
chants, as members of the local Retail 
Merchants’ Bureau, benefitted from its 
lgislative service, but shoe dealers 
around the state had little protection. 

The Retail Merchants’ Bureau took 
the lead in organizing the Colorado Re- 
tailers Association, which has local 
groups of merchants—every trade on 
Main Street represented —in all the 
principal Colorado towns. The State 
Board, which decides policy and strat- 
egy, is comprised of the chairmen of 
the local groups. 

The local set-ups vary somewhat. At 
Boulder, for example, Flint Smith and 
John LaTorra, prominent shoe retail- 
ers, regularly receive the CRA legis- 
lative bulletins, yet the service does 
not cost them a cent, for the Boulder 
Chamber of Commerce assumes the 
cost for all its retail members. Shoe 
dealers of Ft. Collins, on the other 
hand, pay flat dues to a local mer- 
chants’ group organized specifically for 
legislative purposes, and affiliated with 
CRA. Colorado Springs dealers pay 
legislative assessments based on their 
sales volume. 

The state group leaves alone issues 
which, within retail business, are con- 
troversial, and concentrates on mea- 
sures in regard to which retail opinion 
is uniform. Denver headquarters keeps 
a stream of legislative information go- 
ing to all members, and when Secre- 
tary Flannigan requests members to 
urge certain action by their represen- 
tatives and senators, shoe merchants 
and other retailers all over the state 
cooperate. In various cases, striking 
results have appeared. 





Spring Leather Show 
September 9 and 10 


New YorK—Sept. 9 and 10 have 
been selected as the dates for the next 
official Leather Opening and Style Con- 
ference: As usual, the affair will take 
place at the Waldorf-Astoria, New 
York. 

Because of the American Legion con- 
vention in New York during the week 
of Sept. 20, with a resultant unusual 
tax on hotel facilities, and two religious 
holidays during the month, it has been 





necessary to select Thursday and Fri- 
day for the dates instead of the usual 
first two days of a week. 

In making the announcement of the 
dates selected, the Tanners’ Council of 
America and the National Shoe Retail- 
ers Association are confident that the 
choice of a time immediately following 
Labor Day holiday will make it possible 
for the leather and shoe industries to 
get started on their Spring program im- 
mediately following the close of the 
Summer holiday period. 


Samuel Rizzo 


RocHEsTER, N. Y.—Samuel Rizzo, 53, 
president of the Artisan Shoe Com- 
pany, died Monday, May 10, at the 
home of his sister where he lived. 

Mr. Rizzo came to Rochester when 
a young man with his parents from 
Italy. He possessed a natural faculty 
for designing and easily adapted him- 
self to ~shoe pattern work and ac- 
quired a remarkable liking to design- 
ing shoe styles. He worked for a 
number of years for John Kelly, who 
were then manufacturing a fine grade 
of women’s welt and turn shoes. Later 
he was engaged by E. P. Reed & Com- 
pany and remained with them, until 
he went into the shoe business for 
himself. 

In 1925, he organized the Crescent 
Shoe Mfg. Co. to manufacture chil- 
dren’s and misses’ turn shoes. 

In February, 1927, he organized the 
Artisan Shoe Co. and in addition to 
a line of children’s turns, they manu- 
factured both Goodyear welts and 
Puritan Welts, for misses and children. 

Services were conducted Saturday 
afternoon and burial was made in 
Riverside Cemetery. 





New Window Lighting Adds 


to Display Effect 

Detroit, MicH. — The Pack Wolin 
Shop, exclusive women’s shop on Wash- 
ington Boulevard, has recently made 
the first installation of a new soft-color 
effect lighting scheme for window dis- 
plays. William Brown is manager of 
the shoe department in this modernistic 
store. Under the general sales policy, 
shoes are displayed in practically all 
store windows, but as part of the gen- 
eral window scene, rather than as a 
specialty item by themselves, so that 
shoes and gowns and coats make a com- 
plete ensemble or group in each window. 


Principles derived from stage light- - 


ing methods have béen utilized in the 
new window display. They are of the 
special type first introduced a few 
months ago by the Bonwit-Teller store 
in New York, but this is the first De- 
troit installation in any store. Lon 
Whitney, who is display manager for 
the company, achieved the lighting ef- 
fects from a pair of spotlights, using 
a series of specially constructed lenses 
and color filters. 

Unusual attention has been aroused 
by the lighting, which is drawing win- 
dow shoppers almost any hour of the 
evening, including the later after- 
theater passersby as well. 
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Ad Contest Boosts 
College Business 


EVANSTON, ILL.—An advertising lay- 
out contest open to students of North- 
western University recently, was a 
considerable boon to the college girl and 
coed business at Joseph Shoes Salon, 
629 Davis Street. 

Running for a period of a month, the 
contest was open to all students in the 
university. The event received wide 
publicity in the Daily Northwestern, 
student paper, and in commerce classes, 
especially those in advertising. Students 
were asked to select a name slogan to 
be used in the copy heading similar to 
“Shoes of the Hour,” “Salon Shoes,” 
“Footwear Originator,” etc. Advertising 
was required to bring out the fact that 
shoes are largely originally designed, 
that they are designed and selected par- 
ticularly for the discriminating North 
Shore and college women, that they are 
exclusive, and they reflect an alive, but 
discreet, attention to fashion trends. 
Two university professors in advertis- 
ing and marketing were judges. 

I. N. Joseph, owner, reports the re- 
sults most satisfactory, and states the 
contest brought a definite increase in 
business, since the fact that so many 
students read about the contest and 
discussed it in class and how it drove 
home to them Joseph policy and brought 
customers to the store. 

Joseph’s has long had an excellent 
college trade, and has built up a special 
line to cater to the coed. This has meant, 
Mr. Joseph states, that he has had to 
have a wide selection and variety of two 
types of shoes, sport shoes for campus 
daily wear and extreme dress shoes for 
evening wear. The sport shoes must be 
gay and bright, but comfortable and 
with flat heels, he has found. But the 
more extreme both in color and style 
he can make his evening slippers the 
higher the percentages of sales to coeds, 
he has found. Bright prints are espe- 
cially popular at present. 

One of the most successful promo- 
tional outlets of the store is through 
style shows put on in cooperation with 
other merchants for college girl teas 
and parties. Many of the sororities call 
on the store regularly to supply shoes 
of all types to be modeled by the coeds 
themselves for teas, bridge parties, etc. 


Crepe Soles Good in 
Summer Sport Shoes 


Cuicaco, ILL.—Crepe sole shoes for 
all types of sport wear for both men 
and women have been the biggest 
Summer sellers in the sport line thus 
far in the Chicago territory, Ira Mack 
of A. Sandler and Company reports. 
One of the biggest items at the recent 
Chicago Shoe Traveler’s Buyers Day 
were the Norwegian Mocs, a natural 
leather slipper with leather soles and 
wood-pegged leather heels, sold for 
lounging and sports wear. 
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FASCINATING FASHIONS! 


AIR-0-PEDIC 


@ New “cuts” in line and design. . . . Colors that 
harmonize or contrast with Fall costumes. ... 
Trimming details that accent the graceful con- 
tours of the foot. 

The patented scientific features of Air-O-Pedics 
are built in—not added afterwards. There are more 
than 100 Air-O-Pedic in-stock styles for Fall with 
welt construction—a full range of sizes and widths. 
The retail price of $6.50 and up permits your store 
a@ generous mark-up. For information, write to 
THe Am-O-Pepic SHor Company, Brockton, Mass. 

Be sure to see the new AIR-O-PEDICS FOR FALL 


at the Boston Shoe Style Show, June Ist, 2nd 
and 3rd. Hotel Statler— Room 435. 





AIR-O-PEDICS -Wy- 


Walk on air in Air-O-Pedics ! 


FOR FALL 











NINE REASONS WHY AIR-0-PEDICS 
WILL INCREASE YOUR PROFITS: 


the ball and heel-tread, 
keeping the foot in a nor- 
mal position. 


Correct fit: Air-O-Pedic lasts 
allow the ball of the foot to 
fall in its natural position. 


Metatarsal arch supported 


6 No slipping; no gapping: 
without strain. 


Air-O-Pedic Shoes fit se- 
curely. No chafing and no 
3 Air-O-Pedic Arch: Comfort- friction to wear out hosiery. 
able, because it’s scientifi- 
cally correct. 7 Non-binding vamp and throat 
line: Gives comfort and re- 
4 Steel shank: Air-O-Pedic’s lief at an important point of 
scientifically designed arch pressure. 
is preserved by a steel shank 
which will withstand a 8 Cushioned heel rest: Air-O- 
weight of 300 pounds. Pedic heel rest—a shock ab- 
sorber at every step. 
5 Extra ease for cuboid bone: 
Ample room here perfectly 


9 Newest styles in all the 
balances the weight between 


wanted colors and materials. 
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Carton Labels 
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Dancing Shoes and Taps 
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Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 








2, x 
at 

we, 20e, OWENS SHOE Co. 
vat "+ Saad 28 Goodhue St., Salem, Mass. 











William Stokman 


Beaver DAM, Wis.—William Stok- 
man, 55, foreman of the welt depart- 
ment of the Lakeside plant of the 
Weyenberg Shoe Manufacturing Co., 
here, died recently of a heart attack as 
a result of being thrown into the icy 
waters of Beaver Dam lake when his 
boat overturned. Mr. Stokman, a native | 
of Nashville, Tenn, had been in 
Beaver Dam since March 1. 
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Obituaries 


John Burkhart 


SIDNEY, OHIO—John Burkhart, 80, 
one of Sidney’s oldest shoe merchants, 
starting in his father’s shoe business in 
1865, died here May 11, of pneumonia, 
following a 12 weeks’ illness. - Mr. 
Burkhart started with his father when 
he was about eight years old, helping 
with odd jobs, ultimately learning the 
business. 





JOHN BURKHART 


The building in which the shoe store 
has been located since the start was 
erected in 1880. From 1865, when Mr. 
Burkhart’s father established his shoe 
repairing business, until 1880, the firm 
was known as John Burkhart & Sons, 
remaining as such until the death of 
the elder Mr. Burkhart when the firm 
became known as Burkhart Brothers. 

On April 10, 1904, John Burkhart 
took over complete charge of the busi- 
ness, remaining at the head until his 
death. Joseph Shill, who has been as- 
sociated with Mr. Burkhart for the past 
33 years, will manage the store and no 
immediate changes in operation are con- 
templated. 

Mr. Burkhart was a brother of the 
late Ed Burkhart, a former mayor of 
Dayton, Ohio. Beside his widow, Mrs. 
Mary Kraft Burkhart, he is survived 
by a sister, Mrs. Lena Robertson of Sid- 
ney; a brother, William Burkhart, and 
a granddaughter. 


Emil J. Wesp 

RocHester, N. Y.—Emil J. Wesp, 80, 
until 1921, when he retired, prominent- 
ly associated with the shoe manufac- 
turing business of this city, died early 
Sunday morning, May 23, at his home 
on Beach Avenue. 

“John” Wesp, as he was popularly 
known, had a host of friends in the 





EVERY possible step has been 


taken to make these Ideal 
Flexible Hard Soles (2 to 8 sizes) 
the finest children's shoes possible 
to produce. They represent the 
progressive development of 25 
years of experience, plus the as- 
sistance of many foot specialists 
through our Department of Med- 
ical Cooperation. 


These little shoes will add to the 
volume and reputation of your 
Juvenile Department. 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 








shoe and leather trade throughout the 
country. He was a man of jovial and 
kindly disposition. In early life he be- 
gan his career as a shoemaker with 
the D. W. Wright & Company, later 
Wright & Cowles and then Wright, 
Peters & Company. In 1909, he was 
elected president of the latter company. 
As an expert craftsman, he made a 
reputation for fine shoes that held a 
high place among retailers of quality 
footwear for women. 

In 1921, the year of the big strike 
in Rochester, the business was liqui- 
dated and since that time Mr. Wesp 
gave his time to his investments. 

He is survived by two sons who were 
connected with the business with him, 
Sidney E. Wesp of Los Angeles, Calif., 
and George P. Wesp of Rochester, also 
by a grandson. 


—_—_— 


Harry O. Flint 


BEVERLY, Mass. — Harry O. Flint, 
well-known shoe manufacturer, died 
suddenly at his home in this city on 
May 17. With his brother, Frank E. 
Flint, he was the owner of Flint 
Brothers, makers of juvenile stitch- 
downs and McKays. Although only 51 
years of age, Mr. Flint had been in the 
shoe business for more than twenty 
years. He also was active in the Masonic 
order. Surviving, in addition to his 
brother, are his wife and four sisters, 
all of Beverly. 
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REGIONAL / SERYICE 


IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


EMPIRE LAST WORKS 
ROCHESTER, N. Y. 
KRENTLER BROS. CO. 


FITZ BROS. CO. 
AUBURN, MAINE 
T. W. GARDINER CO. 





LYNN, MASS. ST. LOUIS, MO. 
UNITED LAST CO. KRENTLER BROS. CO, 
BROCKTON, MASS. MILWAUKEE, WIS. 


STEWART & POTTER CO, THE LAST WORD ynitep tastco., tro. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Children’s Welts 
Finest Quality | 
Write for Information | | 
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Celebrates 40th Anniversary 


MARIETTA, OHIO—A. H. Neptune 
doesn’t claim to be the oldest merchant 
in Marietta, but he is celebrating his 
40th year as a shoe merchant. He first 
established business with the Neptune 
and Creighton shoe store and later 
branched to his own establishment. 
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Gillet C. Welles . 
Joins Goodyear 


AKRON, OHIO-—Gillet C. Welles has 
been appointed assistant manager of 
the sole and heel department of the, 
Goodyear Tire and Rubber Company. 





GILLET C. WELLES 


For the past ten years Mr. Welles 
has been sales manager of the Brown 
Shoe Company of St. Louis, in charge 
of the eastern half of the United States. 
Prior to that he was, for a number of 
years, manager of Rice & Hutchins 
Cleveland branch. 


Dayton Retailers Hold 
May Meeting 

Dayton, OH10—Decision to circulate 
a petition seeking the closing of all 
retail shoe stores in this city on Mon- 
days was made during the May meet- 
ing of the Dayton Retail Shoe Dealers 
Association, held at the Hamilton Inn, 
at Franklin, Ohio, where members were 
the guests of Mr. and Mrs. Al. Thir- 
kield. 

Harry Buck introduced the. matter 
of Monday closings and following his 
motion, it was adopted with one dis- 
senting vote being cast. President M. H. 
Riggs appointed P. J. Myer, G. A. Bow- 
man and Mr. Buck as a committee on 
circulating the petition. 

Past President Louis A. Miller of 
Elder & Johnston Company, told the 
shoe dealers that his company will close 
every Monday all day, permitting em- 
ployees to have Sundays and Mondays 
at home each week during July and 
August. He indicated that the firm’s 
employees are contented with the plan 
and that “the laboring man is in per- 
fect harmony with the plan.” 

With expenses expected to rise in the 
Fall and with selling costs and taxes 
higher, Mr. Miller urged Dayton shoe 
dealers to obtain a sufficient mark-up 
to cover these expenditures. 


“There should be wonderful business 
during the next five years,” said Mr. 
Miller, “and I can see nothing that will 
stop it. However, there are many 
problems facing the shoe men and I 
suggest that you buy as you need stock 
and do not gamble with the market.” 

Following the serving of the delight- 
ful chicken dinner in country style and 
with ‘the business session out of the 
way, the shoe dealers adjourned toc the 
Thirkield home where games occupied 
their attention until after midnight. 
Mrs. Thirkield and her husband served 
the visitors with light refreshments 
during the evening. 

The next meeting of the Dayton Shoe 
Retailers Club will be held June 9 at 
the Hotel Gibbons. All shoe company 
representatives in the territory at that 
time are urged to be present. 





Walter Booth Sale Completed 


MILWAUKEE, Wi1s.—Sale of the Wal- 
ter Booth Shoe Co. to a group headed 
by Charles Ortgiesen, president of the 
Ideal Shoe Manufacturing Co., was 
completed May 14 with the delivery of 
the stock of the Booth estate. Mr. Ort- 
giesen was elected president; Fred 
Beals, chairman of the board; H. W. 
Gardner, vice-president, and M. J. 
Kavanaugh, secretary. In addition to 
these men, James Guy, attorney, and 
William Schueman, plant superinten- 
dent, were named to the board of direc- 


tors. 


Mahaney To Represent 
Goldstein Line 

New YorK—Edward Mahaney will 
represent William Goldstein Shoes, Inc., 


of this city, in all of the territory west 
of New York. Mr. Mahaney is well 





EDWARD MAHANEY 


known to shoe retailers throughout the 
Central West and South and during his 
association with the shoe business he 
has made many friends throughout the 
country. He is now in his territory with 
his well-known line of women’s quality 
footwear. 
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Mantfield 


OF NORTHAMPTON, ENGLAND 


A POPULAR 
FIELD BOOT 


MADE INENGLAND 
AND HAVING ALL THE 
CHARACTER AND EX- 
CELLENCE TO BE SE- 
CURED BY MASTER 
CRAFTSMEN WORKING 
ON BEST MATERIALS 


IN STOCK 
AT OUR AMERICAN 
HEADQUARTERS 


MANFIELD & SONS, 


1636 RANSTEAD ST. 


PHILADELPHIA 
SEND FOR 
STOCK CATALOG 


Collar’s Shoe Shop In 
New Location 


MILWAUKEE, WIS.— Collar’s Osteo- 
path-ik Shoe Shop has moved from 
their old location at 638 N. Water 
Street, to new and more modern quar- 
ters at 710 N. Broadway. 

Mr. Collar’s new store is ultra-mod- 
ern throughout with fixtures and fur- 
nishings carried out in the modern man- 
ner. The artistic arrangement of in- 
direct lighting and shadow boxes give 
the new store a well-lighted interior. 

Men’s shoes are carried at the front 
of the store with the boys’ and women’s 
lines carried on the balcony and at the 
rear of the room. 

For many years, Mr. Collar was 
buyer for S. J. Brouwer store and Gim- 
bel Bros. store in Milwaukee. Since 
leaving Gimbel Bros. he has been in 
business for himself, selling shoes for 
men, women and boys. 


Cahart Added to Frederick 


Sales Staff 


Derry, N. H.—The Frederick Shoe 
Co. have added a sixth salesman, L. H. 
Cahart, who is representing them in 
the southern territory. 

The Frederick Shoe Co. manufactures 
pattern shoes, sold on a make-up basis, 
and Flex-ease pumps which are carried 
in stock. 





Keleher Travels West Coast 


Los ANGELES, CALIF.-—-Ed Keleher is 
now representing the Wolff-Tober Shoe 
Manufacturing Co. in the territory 


EDWARD KELEHER 


from Denver, west. Headquarters will 
be at the Hotel Hayward, this city. For 
many years Mr. Keleher represented 
Queen Quality shoes in Texas. Heisa 
former president of the Southwest Shoe 


Travelers’ Association. As chairman of 
the Railroad Committee of the National 
Shoe Travelers Association he was in- 
strumental in causing railroads to issue 
scrip and to lower their travel charges, 

Fall trade is opening up very satis- 
factorily, he said, with a considerable 
number of open toes being bought in 
suedes and black patents for July and 
August retailing. Mr. Keleher will show 
at both the Spokane and the San Fran- 
cisco retail shoe conventions. 


Novel Sport Shoe Promotion 


Los ANGELES, CALIF.—Young’s shoe 
stores have always done an excellent 
job in merchandising sport shoes. This 
year their opening gun was fired on 
Straw Hat Day, the first of May. 

Hundreds of pairs of new sports 
shoes in the windows bore out the theme 
of “Straw hat comfort for your feet.” 
Ventilated shoes in white, black, gray, 
dark, rich brown, mahogany brown and 
two-tone brown, the majority in both 
crepe and Compo leather soles, gave the 
men plenty of styles from which to 
choose. 

One striking section of these windows 
with their backgrounds of sailing boats, 
was the display of grays. Dark gray 
and light grays, calf and reversed calf, 
two-tone grays, in crepe and leather 
soles, comprised this display. This fine 
window display was amply backed up, 
by good newspaper advertising. 
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Handbags 








Ladies’ Handbags 
To Retail for $1.00 


Now featuring white bags. 


Over 100 new snappy styles in 
washable Patent Grains, Alli- 
gator, Pig, Calf, Rodolacs, 
Crepe Bags, and ether items. 
Price $7.75 per doz. terms 3-10 
E.0.M. 

Write for sample assortment 
of two dozen. 


MAX KRILOFF 
300 W. Adams St. Chicago, Iil. 





Ci eed 





i ie 


Soles 


L+ 


LEATHERPLUS 
Specify this patented, 
‘cientfically treated 
leather, and give your 
customers the best outer sole 
value they've ever had. 


VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
Makers of the famous VAN TAN innersole 
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Men's Shoes 
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T ONLY" 
. MASS., U.S.A. 





“HIGHES 
EAST 











Pasadena Store Moves 


PasaDENA, CALIF.—J. B. Engle has 
moved from his old location in the 
Maryland Hotel building to 451 East 
Colorado St. The former hotel buildi 
is to be torn down. Mr. Engle 
continue to carry the Antioch shoes for 
~women and the Mansfield line for men, 
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More Cities Organize 
in N.S.R.A. Campaign 


New York — Reports continue to 
reach National Shoe Retailers Associa- 
tion headquarters almost daily, telling 
of the organization of groups of shoe 
retailers in cities throughout the coun- 
try, in response to the nation - wide 
campaign launched by the association 
several weeks ago. This campaign, 
criginally announced for the week from 
April 26 to May 1, has been extended 
by the directors to June 12, at the re- 
quest of retailers in a number of com- 
munities who desired more time in 
which to complete their organization 
work. 

Following is a list of cities in which 
organizations have been perfected, in 
addition to those previously published: 

Madera, Calif—Madera Shoe Coun- 
cil; W. A. Brammer, of Brammer & Son, 
president.~ Mr. Brammer is also city 
chairman for the N.S.R.A. in Madera 
and Melville Kaufman is state chair- 
man for California. 

Spokane, Wash.—Spokane Shoe Re- 
tailers Association; Will Kronenberg of 
the Shoe Hospital, president; Myron 
Bennigson, of Palace Shoe Department, 
vice-president; Russell Walker, Savon 
Shoe Co., secretary-treasurer. Arthur 
Schulein is N.S.R.A. city chairman and 
M. F. Cronkhite of Seattle is state 
chairman. 

Cincinnati, Ohio — Cincinnati Retail 
Merchants Association; Edward Her- 
schede, Frank Herschede Co., president; 


Davis Liebman, The Big Store, vice- . 


president. E. C. Orr is N.S.R.A. city 
chairman for Cincinnati and J. H. 
Roberts of Cleveland is state chairman. 

Willimantic, Conn.— Merchants Re- 
tail Bureau; Albert J. Fournier, Fuller- 
ton Fournier Co., president; William 
Flaherty, J. F. Carr Co., vice-president; 
Albert B. Smith, secretary; Fred Wil- 
liams, treasurer. J. E. Sullivan is city 
chairman and Thomas §S. Childs, Jr., of 
Hartford, is state chairman. 

Butte, Mont. — Butte Shoe Retailers 
Association; Edward Sullivan, presi- 
dent; Stanley Smith, vice - president; 
Fred Pfaff, secretary; Boris Girshow- 
sky, treasurer. David Klinesmith is 
N.S.R.A. city chairman for Butte and 
J. A. Lundstrom of Missoula, Mont., is 
state chairman. 

Holyoke, Mass.—Holyoke Chamber of 
Commerce; John F. Adie, Taylor, 
Logan Co., president; Conrad Howard, 
secretary. B. W. Childs is N.S.R.A. city 
chairman for Holyoke and also state 
chairman for Massachusetts. 

Philadelphia, Pa—Philadelphia Shoe 
Merchants Guild; T. Dun Belfield, 
Steigerwalt’s, president; A. H. Geuting, 
Geuting’s, vice-president; Cal Mensch, 
secretary. Mr. Belfield is N.S.R.A. city 
chairman for Philadelphia and also 
state chairman for Pennsylvania. 

Salisbury, N. C. — Salisbury Shoe 
Men’s Club; Phil Levenson, Family 
Shoe Store, president; Hubert Thomp- 
son, Bell Shoe Store, vice - president; 
Joseph Kessler, Merit Shoe Store, secre- 
tary; James Casker, Family Shoe Store, 


treasurer. Mr. Levenson is city chair- 
man for the N.S.R.A. in Salisbury, and 
B. A. Pollock of Asheville is state chair- 
man for North Carolina. 





Green Shoe Salesmen Meet 


Boston, Mass.—Styles, prices and 
promotional plans for the Autumn sea- 
son were the subjects of thorough dis- 
cussion at the recent semi-annual con- 
vention of the Green Shoe Manufactur- 
ing Company, makers of Junior Arch 
Preserver, Stride-Rite, Shirley Temple, 
Mo-Debs and Greenflex shoes for chil- 
dren, misses’ and growing girls. 

All factory executives and salesmen 
participated in the several-day confer- 
ence which was rounded off by a grand 
get-together dinner held in the Hotel 
Lenox, this city. A feature of the din- 
ner was a summarization by factory 
officials of policies adopted as a result 
of the conference. 

Included among the salesmen present 
were “Tim” Murphy, Pennsylvania and 
New York State; “Dave” Aronson, 
South, Southwest and West Coast; T. L. 
Mattocks, South Atlantic states; “Bill” 
Tharp, Metropolitan New York; Max 
Swartz, Metropolitan New York and 


Long Island; “Tom” Lalonde and 
“Tom” Lalonde, Jr., Middle West; 
Martin Landay, New England and 
Pennsylvania. 


Lectures On Shoe Styling 


Los ANGELES, CALIF—J. E. Copas 
of the Wilshire Boulevard Shop of 
Huggins Shoe Company, with the able 
assistance of Miss Beatrice Phelps, 
who is in charge of the costume de- 
partment of the Chouinard Art Insti- 
tute, here, recently addressed students 
of the Institute, explaining many im- 
portant points on shoe styling. 

More than twenty-five pairs of hand- 
made shoes were displayed, with the 
complementing bags. This collection 
was analyzed, as a whole, from the 
standpoint of the technique of making 
shoes, patterns, materials, color, etc. 

A selected group of about twelve 
pairs was assembled in order to de- 
scribe in detail the correct place of 
each model in the perfectly attired 
woman’s wardrobe. This brought 
added interest, presented many perti- 
nent facts and invited an open dis- 
cussion with the students. 

Much was said of the use of leathers, 
buckskin, antelope, suede, various rep- 
tiles and the reversed calf leather, also 
the finer fabrics, linen and gabardine. 

Shoe designing, the treatment of — 
materials and colors, introduced inter- 
esting suggestions. The popular open- 
toe sandal was considered and while 
thought not to be especially practical 
for general wear, the type is most 
flattering and affords a great degree 
of comfort for Summer. 

Attention was turned to styles for 
Fall and it was with the keenest an- 
ticipation that the students sought 
this advance knowledge. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 





The NATURAL BRIDGE of 
VIRGINIA, Exemplifying The 
Basic Principles On Which 
NATURAL BRIDGE SHOES 
Are Built. 


The NATURAL BRIDGE Line 
May Be Seen At The Boston 
Show, June 1, 2, 3 at the Hotel 
Statler, Room No. 710 and at 
Midwest Shoe Fair, June 6-8, 
Cincinnati, Hotel Netherlands 
Plaza, Rooms 935 and 937. Or 
Drop Us A Line And Salesman 
Will Call. 


Yes Sin! They're off again and you've got a date to see the finest 
line of Natural Bridge Shoes that we've ever produced. Bright, new 
styles for fast Fall Promotion, and right in line with the current 
trend for “Better Things.” And you're going to hear all about the WITH ALL PROVEN FEA- 
new and greater advertising and merchandising plan to tell YOUR TURES FOR RATIONAL 
Natural Bridge Story to six million women. FOOT HEALTH SELLING. 


“When her Pocketbook Feels the Difference, her Eyes Must See It.” 
She will and you will when you see this sparkling new line. More 
than ever before it's the “Class of the Field.” The quality, work- 
manship and style that are inherent in Natural Bridge Shoes are 
quickly apparent. Their style, background and reputation are your 
guarantee of keeping your present comfort conscious customers and 
securing a host of new ones. 


WELTS - SILHOUWELTS - UCO LITTLEWAY LOCKSTITCH PROCESS 


\atural Bridge 


Division of Craddock-Terry 
ALSO MAKERS OF THE FAMOUS 
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Road, Coast to Coast | 


With a New Fall Line that’s more than ever... 
“The Class of the Field” 


And a New Advertising and Sales 
THE LAVEN Plan that will cheer the hearts 
of every Natural Bridge Dealer 


Here’s our plan in a nut shell. Traditional quality, 
keener, smarter, last-minute styling and an increased 
national advertising campaign directed to six mil- 
lion women, readers of Vogue, Ladies’ Home 
‘Journal and Good Housekeeping, telling them what 
they may expect in style and quality and value in 
THE LUSK Natural Bridge Shoes, and an in-stock service that 
actually functions and assures you deliveries you 


are entitled to expect. 


THE CHASE 


In Line With The 


hoemakersagga 
95° | 6 
An 


Company—Lynchburg, V a. 
Billiken JUVENILE SHOES 
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1937 











POSITION WANTED 








featured in Esquire. 


SALESMAN WANTED! 


Personal interview granted to salesman interested in selling branded line of high style men’s 


shoes retailing from $5.00 to $7.00. Good in-stock department. 
Salesman must have following and work intensively in small territories. 
Following territories open: Indiana, Illinois, with the exception of Chicago. 

Address F-364, BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 


Line is nationally known and 











All territories open for fast and high 
styled line of child’s and misses’ McKays 
to retail at $1.79. Make-up and stock 
proposition. Excellent possibilities for 
aggressive salesmen. Straight commis- 
sion. State full particulars and exaci 
territory covered at present. 








Address F-360, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 





THREE (3) salesmen with following of chain 
and better retail stores. For North Carolina, 
South Carolina, Georgia and Alabama; Louisi- 
ana, Mississippi and Texas; West Coast. 1.00 
to 1.29 stitchdowns. Exceptional line. Good 
house. Address F-351, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





ALESMEN wanted by a factory making sport 
McKay welts, stitchdowns and prewelts. All 
applicants must have real sales record behind 
them. No side line men wanted. Commission 
basis. Address F-348, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





S ALESMEN wanted by manufacturer men’s 
spats—easily and quickly presented, liberal 
commission, good territories. Adress F-344. 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Ii. 





wr -KNOWN children’s line has aponieg i 
Iowa, Nebraska, Wisconsin and other 

Can be handled independently or as 
Stocked in Chicago. Address F-359, 
Recorder, 209 S. State St., 


ern states. 
side line. 
care Boot & Shoe 
Chicago, Il. 





XPERIENCED salesmen wanted—One for 
Chicago and surroundings and one for 
Northwestern Ohio and Eastern Indiana for 
women’s novelty shoes and arch supports. Ad- 
dress F-362, care Boot & Shoe Recorder, 239 


West 39th Street, New York, N. Y 








At PROMINENT LINE of Women’s Novelty 
Footwear that has been sold many years 
from coast to coast offers a number of high- 
grade men a very attractive connection. This 
strong line paying substantial commissions is 3 
money maker for hustling, ambitious men. If 
you are interested in a California—Arizona and 
New Mexico—Wisconsin—Detroit and vicinity 
—Florid a—Georgia—or Carolina territory, write 
giving number of years of road — experi- 
ence. Address F-363, care Boot Shoe Re 
corder, 239 West 39th Street, New York N. Y. 





WINKELMAN SHOE MFG. CO. desires a 

salesman for Pennsylvania and vicinity. 2 
make headquarters in Philadelphia. Jules C. 
btm agp Suite 600, Perry Bldg., Philadel- 
phia, Pa. 


BUSINESS OPPORTUNITY 








MAN thoroughly experienced in the retail 
shoe business with additional background 
of manufacturing experience. Executive abil- 
ity for training men. Thorough in merchan- 
dising, fitting and management. Desire con 
nection with Manufacturer or Retailer. Ex- 
cellent references. Address F-366, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 









SALESMAN—15 years’ experience specialties, 
high-grade merchandising clerk development. 
al e — Borrow shoe stores Upstate New 

New land. New accounts opened 
pas day. Address F-365, care Boot & Shoe 
Recester, 239 West 39th Street, New York, 








RESULTS 
PROVE 
THE WOHL PLAN 


offers the best opportunity for 
young men with limited capital to 
go into the shoe business. 


Complete service of a large or- 
ganization trained in retailing of 
style shoes. 


Advantages of tested methods and 
systems. 


Every assistance needed in mer- 
chandising, display and advertis- 
ing - - and the exclusive agency 
for 


NATIONALLY ADVERTISED 
PARIS FASHION SHOES 
NATURAL POISE ARCH SHOES 
JACQUELINE MODES 
Good propositions, open all sec- 

tions for Fall. 
INVESTIGATE 
THE WOHL PLAN 
TODAY 


WOHL SHOE COMPANY 
St. Louis Missouri 


LINE WANTED 
Len yen mae retailing from $4 to 
iced Sandal line for 


Hasuiies Islands. “Ad ress F-355, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





LINE WANTED—Coast or any territory— 
shoes, slippers, sandals, etc., by salesman 
with large following. Best references. Per- 
sonal interview arranged. Address F-361, care 
Boot & Shoe hissed. 239 West 39th Street, 
New York, N. Y. 





HELP WANTED 


WANTED—Capable man to fit and adjust 
Orthopedic Shoes; must be good lesman. 
Excellent opportunity. Illinois Surgical Supply 
Company, 10 South Wells St., Chicago, Ill. 








WANTED TO PURCHASE 








Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, , 
ity, Arch Preserver, ty, 
tonians, Stetson, Red Cross, Nunn Bush, 
IRVIN RUBIN 
“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New Yeork City 




















SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 














mum charge, 75 cents. 
address should be counted. 


Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 
When a box number is desired twelve words should be added for the address. In all other cases each ‘word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Ee one for this page must be in our New York office on Friday of the week preceding publication. = 


cents per 






word. Minimum charge, $1.25. 
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WANTED TO PURCHASE 








Buyers of Surplus Stocks 


Pa.) will buy surplus or aatine_ Gute of shoes 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 


PAT. HO. 1990148 


$2.50 

Curved type iron 
Send your order or write for detail information. 
Spostes combination offer $25.00 (fluids in- 
c 


uded in above prices) f.o.b. Indianapolis, 
Indiana. 


fabric are easily shrunk 
without harm. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 











C. V. Badagliacca 
Opens in L. A. 


Los ANGELES, CALIF.—C. Vincent 
Badagliacca has opened a beautiful new 
Health Spot Shoe Store at 807 South 
Hill Street. Mr. Badagliacca has spe- 
cialized in the corrective shoe business 
for the past twenty-two years, coming 
here direct from Paterson, N. J., where 
he operated The Ped-Agree Shoe Co. 
In this latter store he also featured 
Health Spot shoes. He has been instru- 
mental in developing many new lasts 
and patterns in the various factories 
with which he has worked and is now 
working out some new features. H. A. 
Bodine is his assistant, while Mrs. 
Badagliacca acts as hostess. The open- 
ing business is very satisfactory. Open 
house to all local retail shoe men in this 
section, particularly those carrying 
Health Spot shoes, featured the first 
few days business. A profusion of floral 
tributes from all over the country gave 
evidence of the good wishes of the trade 
to Mr. Badagliacca in his newest ven- 
ture. 


1937 


New Neighborhood 


Store Opened 


Detroit, MicH.—A new neighbor- 
hood shoe store has recently been 
opened by United Shoe Stores, major 
local chain organization at 1712 South 
Fort Street. The store is something of 
a revelation in store design for a 
working class neighborhood, with the 
front particularly noticeable. Cream 
colored background and black in heavy 
sections are used to give a light, mod- 
ernistic effect in glass and steel. An 
aluminum base for the windows pro- 
vides the necessary contrast. The store 
sign is done in a yellow neon that is a 
pleasant relief from the familiar reds. 
The store itself is laid out on an open 
stock arrangement, with some thirty 
six chairs laid out in two long parallel 
rows. Natural finish woodwork is 
used throughout, with the ceiling and 
upper walls finished in a green pastel 
shade. 

The store is being managed by Oscar 
Shapazian, who is justly proud of the 
fine impression the store and its in- 
viting front make upon prospective 
customers. A vestibule about ten feet 
wide and twelve feet deep helps to 
increase the “welcome” atmosphere of 
the store. 


Milwaukee Selling at 
All-Time High 


MILWAUKEE, WIs.—With a total of 
$34,000,000, April retail sales here 
were the largest for that month in the 
city’s history, according to Fred S. 
Krieger, head of the retail division of 
the Association of Commerce. 

This figure compares with $27,600,000 
in April of last year and $31,000,000 in 
April, 1929. The figures are based on 
the number of inquiries made at the 
credit bureau. Installment buying con- 
tinued to figure largely in the increased 
volume, it was declared. 


Penney Opens New Store 


MILWAUKEE, Wis.—The J. C. Penney 
Co. has opened its fifth local store at 
S. 12th and W. Mitchell Streets. Sydney 
L. Perry is manager and Charles M. 
Ferguson, assistant manager of the 
store, which features a complete shoe 
eo for men, women and chil- 

ren. 


Organizes Retail Trade Bureau 


PORTLAND, ORE.—Will Knight, one of 
the leading shoe retailers of the Pacific 
Northwest, has taken a leading part in 
the organization of a new Portland 
retail trade bureau, closely affiliated 
with the Chamber of Commerce. This 
provides larger autonomy of action for 
the shoe as well as other retail mer- 
chants in the new setup. 
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MERCHANTS’ NEEDS 





Correct Fitting Is Important 

@ It provides foot comfort which leads te 

repeat sales. Dunde Re-Shaping De- 

vices help you to make the necessamy 

fitting adjustments. Write for prices 

and your copy of our descriptive cataleg. 

DUNDE SHOE RE-SHAPING DEVICES, INC. 

Republie Bidg., 209 S. State St., Chicago, tl. 
Hughston & Rennie, 37-39 Bulwer B8t., 

Toronto, Canada 


DUNDE Shoe Re-Shaping Device 











Karl’s to Open New Branch 


SEATTLE, WASH.—Karl’s Shoe Stores, 
Ltd., will open in the near future at 
116 Pike Street, in the main flow of 
sidewalk circulation to Seattle’s major 
market place. This Pike Street ap- 
proach to the main food shopping center 
is rapidly being lined with more and 
more feminine and family shoe stores. 
Many millions of dollars flow to the 
market for satisfaction of the primal 
wants of man, and the shoe stores tie 
into the tide of traffic. The Karl store 
will expend several thousand dollars to 
beautify the location and transfer it 
into a spot for tired shoppers to drop 
into for footwear. 


Baseball Opening Theme for 


Men’s Shoe Promotion 


SEATTLE, WASH.—Timely sales pro- 
motion for men’s shoes was staged re- 
cently by Bill Cotter, manager of the 
two Florsheim shoe stores in this city, 
and Dan Drew of the Drew-English, 
Inc., shoes for business men at 1415 
Fifth Avenue, here. Both tied in to 
the opening of the season with the war 
cry of “Scalp ’Em, Indians,” as the 
Seattle tribesmen of the diamond are 
known. As sachems, both Messrs. Drew 
and Cotter showed the tribesmen and 
those attending the game, how their 
footwear was sure to make a “hit,” 
whether “out” or “home.” 


Douglas Store Remodeled 


DayTon, OH10—The exterior and in- 
terior of the Dayton store of the W. L. 
Douglas Shoe Company, at 14 North 
Main Street, has been remodeled, af- 
fording a modernistic design. The job 
cost approximately $10,000. James 
Horne is the store manager. 
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Celebrates 81st Birthday 
Anniversary 

EVANSVILLE, IND.—George Andreae, 
well-known local retail shoe man, has 


recently celebrated his 81st birthday | 


anniversary. He started 68 years ago 
making boots for his father and today 


he is still active in his retail shoe busi- | 


in Evansville and the second oldest in 


Indiana. He has no intentions of retir- | 
ing and declares that he is not going to 


quit until he has to. 


When he was 13 years of age, Mr. 


Andreae started serving an apprentice- 
ship at shoe making with his father. In 
1882, he entered the shoe manufactur- 
ing business under the name of Evans- 
ville Shoe Factory in this city at 206 
Main Street. He opened his first retail 
store in 1885 at 511 Main Street in con- 
nection with the factory which was 
moved from the old location. 

The factory was closed in 1895 and 
Mr. Andreae devoted his time to the 
retail end of the shoe business, moving 


his store in 1914, to 506 Main Street, 


where it remains today. 


Two of Mr. Andreae’s sons, George | 


H. and Clarence K. Andreae, are asso- 
ciated with him in the shoe business. 


V. F. Kelley Sees Peak 
Year for Scholl 


Cuicaco—V. F. Kelley, national sales 
manager of The Scholl Mfg. Co., Inc., 
returns to Dr. Scholl’s headquarters in 
Chicago after an extended road trip 
with optimistic reports and indications 
that this will be a peak volume year for 
the company’s business. 

Mr. Kelley, im covering practically 
three-quarters of the United States 
since the first of the year, reports that 
the enrollments for the Scholl Train- 
ing School of Master Shoe Fitting are 
exceeding anticipations. These classes 
are scheduled for twenty-two key cities 
from coast to coast. Every field rep- 
resentative reports unusual enthusiasm 
and desire upon the part of shoe men 
to enroll for these training classes. Dr. 
Scholl’s foot comfort departments in 
the big department stores are report- 
ing substantial business increases .. . 
and Dr. Scholl dealers everywhere 
make the same reports. Dr. Scholl’s 
traveling units of foot comfort service 
are enjoying record-breaking demon- 
stration days. Mr. Kelley states that 
shoe dealers in all sections of the coun- 
try are fully aware of the value of ty- 
ing in with the advertising schedule of 
The Scholl Mfg. Co., Inc., for 1937. 


White Season Retarded 


Des MOINES, IowA—A retarded sea- 
son on white shoes is being felt in Des 
Moines because of the continued cool 
weather, shoe dealers report. The late 
Spring is affording the dealers a bet- 
ter opportunity to sel] out their darker 
shoes. 


Mr. Andreae is the oldest shoe dealer | 
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A Buying G 


BOOTS AND SHOES 


AIR-O-PEDIC SHOE CO., Brockton, Mass.......... 

BROWN SHOE COMPANY, St. Louis, Mo 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..... pau 
COLT-CROMWELL CO., INC., New York City.......................... 
CONNELL, J. M., SHOE CO., So. Braintree, Mass....................... 
CRADDOCK-TERRY CO., Lynchburg, Va See 
ENDICOTT-JOHNSON CORP., Endicott, N. Y............... 

GILBERT SHOE CO., THE, Thiensville, Wis. 

GREEN SHOE MFG. CO., Boston, Mass. 

JARMAN SHOE COMPANY, Nashville, Tenn... 

MANFIELD & SON, LTD., Philadelphia, Pa Simeeesew 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass................ 
MYERS, D., & SONS, INC., Baltimore, Md........................... 
NAHM BROS. SHOE MFG. CO., Philadelphia, Pa. 

NUNN-BUSH CO., Milwaukee, Wis............................. 
O'DONNELL SHOE CO., Humboldt, Tidiin. 

OWENS SHOE CO., Salem, Mass 

ROBERTS, JOHNSON & RAND, St. Louis, Mo............ 

TUPPER, INC., New York City.. hs 
TWEEDIE FOOTWEAR CORPORATION, ‘Silesia City, Mo.. Kis eee. Le eee 
UNITED SHOE MFG. CO., St. Louis, Mo... PR SADA oa ng Seaeg 
WOHL SHOE COMPANY, St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


COLONIAL TANNING CO., Boston, Mass EL, Seah, Ramee Oe 
DEWEY & ALMY CHEMICAL CO., Cambridge, Sues: i 

ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., pre laine’ 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis.. . PET Gee 
HOOD RUBBER CO.—(Arrabuk), INC., Watertown, Mass..............0..22... 0002. 
HUBSCHMAN, E., & SONS, Philadelphia, Pa... cc eee eee 
KISTLER LEATHER CO., Boston, Mass... 

PEPPERELL MFG. CO., Boston, Mass..... ee 

VAN TASSEL LEATHER CO., Norwich, Conn. 

YOUNG, RICHARD, CO., New York City 


ie onl Cover 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT, E. |., DE NEMOURS & CO., INC., paneer N. J.. 
MEARS, FRED W., HEEL CO., Boston, Mass.. eee 
SPAULDING FIBRE CO., No. Rochester, N. H... 

UNITED LAST COMPANY, Boston, Mass.. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Ill......0....0..000.0.00...... 
MAX KRILOFF, Chicago, !!I 

SMELTZER, E. C., CO., Indianapolis, ind........ 

WIZARD COMPANY, St. Louis, Mo 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., 
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Your arch-type shoes can now have better style — and with it all the usual features needed for strong support in the main 
arch or metatarsal. A new lightness and flexibility are also possible since the Compo Single-Sole Arch-Type Shoe brings 


this ideal combination in footwear designed to give comfort and ease as well as trimness and beauty. It’s the one correct 


l 


way to make an atch-type feature shoe of medium or higher heel, and light weight. The channel nuisance (“Peely”’ soles) 
is eliminated and there is better fit in the arch because the shoe is not removed from the last. The success of this new 
method has been proved in many a factory making exquisite foorweai ‘of the. finest. grade and highest price, A new era of 
improvement is now at hand as manufacturers and their dealers recognize’ the’ value ‘of having: Single-Scle flexibility and 


comfort in arch-type feature shoes. Compo Shoe Machinery Corporation, Boson, Massachusetts ts. 


SINGLE - Sole ARCH- TYPE SHOES 


LR RE I ERTER ON ee ACEO AN OER 


A cemented shoe is only as good as the cement which holds it together. Be sure your shoes are 
bonded with Compo Cement formulated exclusively for Compo Shoes by the du Pont Company 





Vol. CXI, No. 14, BOOT AND SHOE — os every Saturday by Chilton Company (Inc.), Publication office, Chestnut and 56th Sts., Philadelphia. Pa. Bwat 
and Executive offices, 239 West 39th St., New York . ¥. Entered as second class matter November 23, iyo. ° the Post Office in Philadelphia under Act of March 3, 18 
Subscription price $3.00 per year. Printed in U. 
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YOU HAVE ADEQUAT 


aah eit 


aoe 


Between these two points is the sweetest 
profit of the white season. Other stores 
have “shot” stocks of white kid shoes. You 
have re-ordered. Your best sellers are 
available in needed sizes and widths. 

You get the vacation business and the 
second white pair sales. Volume business 


This is where complete ‘re-ordering of 

white LEVOR kid shoes should be made 

... Fight after July 5th, when 2/3 of the 

buying public are just beginning to 
bes. 
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COLONIAL VOWH PATENT 


BL ae 


WITH THE 


A 
eaders 


FLARETTE— An Ardwyn* style 
by Walk-Over * Reg. U.S. Pat. Off. 


STEADILY increasing number of the best-known shoemaking con- 
A cerns in the country are now specifying Colonial Patent for their | 
highest-style lines. 

The Custom Grade step-in of Walk-Over’s which is illustrated here is an 
example. Without a trace of decoration except its outline stitch- 
ing, this Flarette model required smoothness of contour and rich- 
ness of surface to give it charm. Colonial Brown Patent No. 258 


was Walk-Over’s choice and the result is as aristocratic a little 


* We shall be glad to send you pump as anyone could wish. 
one of the new Colonial Swatch 
Books for Fall if you will ad- 


dress your request to Dept. R-4. COLONIAL TANNING COMPANY, 207 SOUTH STREET, BOSTON, MASS. 
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25 MORE DAYS 


IN WHICH TO SAVE 3% 
My placing yout Advance Order for Waterproof Footwear 


“On all advance orders for BALL-BAND (Red Ball) 
Waterproof Rubber Footwear and Basketball Shoes 
placed between February 1 and June 30, 1937, both 
dates inclusive, and shipped between April 15 and 
October 25 (both inclusive), an early order discount 
of 3% will be allowed”. , 
—Quoted from Ball-Band Order Blank. 


The correct way to figure this Special 3% Discount 
is to consider its effect on your net profit as shown 
below. 

Early orders, also, give you other advantages that 
are of very real importance if you are to get the 
fullest possible profit from your Waterproof Foot- 
wear business during the coming season. Three of 
these advantages are explained below. 


1 


z 


3 





PRICE 


PROTECTION 


® 

Advance Orders for BALL- 
BAND Waterproof Rubber 
Footwear placed with us in 
June for shipment between 
April 15 and October 25 
protect you against the pos- 
sibility of higher prices on 
the quantity of such goods 
in your order. Advance 
orders already placed indi- 
cate that many merchants 
feel this price protection is 
especially advisable this 
year. 


LONG 


DATING 


@ 

On all such Advance Orders 
for BALL-BAND Water- 
proof Footwear the bill will 
not be due before December 
1, 1937 with cash discount 
of 4% for payment on or be- 
fore November 10. This 
long dating enables you to 
place Advance Orders with- 
out tying up your capital in 
advance of the Fall rubber 
season. On all other orders 
for BALL-BAND Water- 
proof Footwear the terms 
are 60 days net less 4% for 
payment in 30 days. 


EARLY ORDER 


DISCOUNT 


® 
On all such Advance Orders 
for BALL-BAND Water- 
proof Rubber Footwear you 
get a 3% Early Order Dis- 
count from list prices. Us- 
ing list prices for figuring 
your selling prices, this 3% 
Early Order Discount can, 
under ordinary circum- 
stances, increase your NET 
profit 25% to 50% or even 
more. And you get this 
extra net profit without any 
risk whatever. 





A wire or letter from you will bring our salesman to present 
for your consideration these and other profit opportunities 
we are offering in 1937... As there are only 25 days left, 
prompt action is necessary. 
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The Shoes That Have The Whole Country Talking 
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St. Louis Shoes 


(are made in Evans Kid) 


Style 2490... An ombre effect 
of harmony by the use of three 
shades of Evans Feathernap 
browns in a five-eyelet oxford. 


Style 2454 ... A seven-eyelet 
oxford of Evans green Feather- 
nap Suede with Evans glazed 
kid trim. 





Style 2682 ... A high cut gore 
pump in Evans green Feather- 
nap Suede with rust-brown 
Evans Suede trim. 


Harmony — in close harmony with the feeling of autumn is suede. Suedes are the 


keynote of fall fashion. The St. Louis Shoe Company is swinging along to lead 


the trend. They are achieving strong contrasts in fall colors and close harmony 
too, by using the color palette of Evans Feathernap Suede. Evans Feathernap Suede 
has the same clean-cut appearance as fine Evans Glazed Kid. It wears well and has 
just the right amount of nap to appear clean without looking shaved. Add the 
full note of sleekness to your shoes for fall by specifying Evans Kid Leathers. 
John R. Evans & Company, Camden, New Jersey. 


ans hl) Leathers 


THE KID WITH A DEFINITE SALES INFLUENCE 














